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“Hooper Commission’ Reports: 


Hofstra’s Chappell Settles Few Points 
in Study of Radio Rating Services 


‘General Agreement’ 
in Nielsen and Hooper 
U. S. Ratings Reported 


New York, Dec. 14—Dr. Mat- 
thew N. Chappell, head of the de- 
partment of psychology of Hofstra 
College, who several] months ago 
was commissioned by C. E. Hooper 
Inc. to analyze the data obtained 
by various methods of measuring 
radio-TV audiences, this week pre- 
sented his findings in a 43-page 
report. 

Dr. Chappell found “good gen- 
eral agreement between Nielsen 
radio ratings and U. S. Hooperat- 
ings,” while mean station ratings 
were generally higher when meas- 


ured by roster (Pulse) than by 
telephone coincidental (Hooper). 
Otherwise, this report—a large 


part of which is “speculation” and 
“hypothesis” as to the reasons for 
differences—does not do a great 
deal to clarify the confused rating 
picture for the layman, at least. 


@ Mr. Hooper assigned Dr. Chap- 
pell to make the study of available 
data as a follow-through to a pro- 
ject proposed early this year by 
KJBS, San Francisco. Disturbed by 
the variance between Hooper and 
Pulse ratings for that area, the 
station suggested an impartial test 
to determine “which umpire is 
right.” 

An industry committee, after a 
protracted series of meetings, rec- 
ommended an over-all evaluation 
of all the techniques being used to 
count radio’s audience. This pro- 
ject, which would be a fairly ex- 
pensive one, has yet to get past 

(Continued on Page 88) 


S.S.S. Co., Going Strong After 125 Years, 
Names Tucker Wayne to Handle Its Account 


ATLANTA, Dec. 13—The SSS 
Co., Atlanta proprietary drug con- 
cern which has seen many com- 
petitors come and go in its 125 
years of continuous existence, will 
embark next year on one of the 
biggest advertising campaigns in 
its history. 

The company plans to increase 
its advertising budget 10% in 1952 
and will use newspapers, maga- 
zines, trade papers and radio. On 
Jan. 1 the S.S.S. account will be 
taken over by Tucker Wayne & Co., 
Atlanta, succeeding Henry J. Kauf- 
man Inc., Washington 

Lamar Swift, executive v.p. of 
the patent medicine company, 


credits advertising for the steady 
growth of S.S.S. The tonic is dis- 
tributed entirely through whole- 
sale druggists and chain stores; 
there are no salesmen on the road. 
It is sold in more than 50,000 re- 
tail outlets throughout the coun- 
try. Mr. Swift pointed out that 
these outlets do 95% or more of the 
drug business in the U.S. 


® “Advertising constitutes our sales 
force,” Mr. Swift said. “We rely on 
our advertising messages to sell 
S.S.S. users.” Complementing a 
consistent advertising campaign is 
a continuous research program 
(Continued on Page 85) 
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AMAZING WONDER MEST 


TUFFY. 


onwoe « EY gn ere 


TUFFY BOWS-—S.O.S. Co. ran this page 

ad in 75 West Coast newspapers a week 

ago to introduce its Tuffy “wonder-mesh” 

dishwashing material. McCann-Erickson, 

San Francisco, handles the account. (Story 
on Page 56.) 


Supreme Court 
Rules Against 


‘Lorain Journal’ 


‘Monopoly’ Newspapers 
Affected; Advertising 
Is Interstate Commerce 


WaAsHINGTON, Dec. 12—In a 7-0 
decision, the Supreme Court today 
upheld an injunction forbidding 
the Lorain Journal from refusing 
to carry advertising offered by 
merchants who patronize a com- 
peting radio station. 

Publishers of the Ohio paper 
contended unsuccessfully that they 
have a right to select their cus- 
tomers and to refuse to accept ad- 
vertising from whomever they 

(Continued on Page 8) 


December 17, 1951 
Volume 22 - Number 51 

15 Cents a Copy + $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 
NEW YORK 17 

11 E. Forty-Seventh St. * MU 8-0073 


New Sears Car Raises 


Vital Policy 


Army Recruiting 
Ads Okayed, But 
on Limited Scale 


WasHINGTON, Dec. 14—Army and 
Air Force recruiters have been 
given a green light to resume limi- 
ted recruiting advertising. 

The campaign will begin in the 
immediate future and currently is 
budgeted through March 29, 1952 

Plans approved by the special 
Defense Department committee 
studying the need for recruiting 
advertising call for ads to recruit 
specialists, technicians and women. 
The committee has _ specifically 
banned any general advertising. 

Actual size of the budget re- 
mained in question today, as of- 
ficials of Grant Advertising, the 
agency servicing the account, were 
called in to discuss media plans. 


® In all, the recruiters were given 
$700,000 of unspent 1951 funds. But 
a still undetermined an-ount must 
be deducted to cover opérating ex- 
penses of the printing plant run 
by the Defense Department at 
Governor's Island, N. Y. 

A 12-page letter advising Grant 
of the plan to resume advertising 
suggested that the agency base its 
proposals on three possible budget 


levels: $400,000; $550,000, and 
$700,000. Grant will get more spe- 
cific information after today’s 
meeting. 


Recruiting advertising came to 
a standstill last November, after 
Congress added a rider to the De- 
fense Department's 1952 appropri- 
ation bill prohibiting expenditures 
for advertising. 

On the basis of congressional ac- 

(Continued on Page 85) 


Issues 


Cuicaco, Dec. 14—Newspaper 
admen this week devoted much of 
their spare time—and business 
hours—to speculation over the an- 
swers to three questions concern- 
ing the new Sears Allstate car: 

1. What are the 17 cities in which 
Sears will introduce the cars? (No 
date for the introduction has been 
announced. However, the car prob- 
ably will be unveiled about Dec. 
20.) 

2. Will Sears seek to place ad- 
vertising for the new auto at the 
retail rate or will the company be 
content to pay automotive rates 
(which usually are about equal to 
the general or national rate)? 

3. If Sears should request the 
local rate for promotion of the 
Allstate car, will newspapers in 
the 17 markets accept it? 


® Sears, Roebuck & Co. did not 
announce the names of the 17 
cities three weeks ago when it 
confirmed persistent rumors that 
it would market a new car—built 
by Kaiser-Frazer—in selected 
markets (AA, Nov. 26), nor has 
the company disclosed the names 
of the cities since that time. 
However, a careful cross-coun- 
try check by ApVERTISING AGE in- 
dicates that most of the cities se- 
lected by Sears appear on the fol- 
lowing list: Memphis; Dallas; 
Lubbock, Tex.; Knoxville; Phoe- 
nix; Austin, Tex.; Houston; Gal- 
veston; Beaumont; Birmingham; 
Little Rock; Norfolk; Richmond, 
Va.; Waco, Texas; San Antonio; 
Orlando, Fla.; and Jackson, Miss. 
Inasmuch as the car probably 
will be introduced on Dec. 20, 
Sears is expected to disclose de- 
tails on the car within a week. 
Since issuing the original an- 
(Continued on Page 85) 


Highlights of the Week’s News 


A publisher's right to refuse advertising is not 
absolute, the Supreme Court rules in turning 
down the Lorain Journal's appeal .. 


Page 1 The reconstituted 


have some definite ideas about one-stop shop- 
ping. AA reviews their talks on 


Page 54 
Advertising Research Founda- 


Last Minute News Flashes 


Hoerter, Chantron Named Kraft Ad Managers 


Cuicaco, Dec. 14—John B. McLaughlin, advertising and sales pro- 


motion manager, Kraft Foods Co., 


has named two advertising man- 


Newspaper admen and agencies handling auto- 
motive accounts are worried about the manner 
in which Sears will promote its new car. Sears, 
as AA goes to press, has made no move, but its 
decision could have important implications for 
all advertisers * Page 1 

Another AA exclusive: The Army and Air Force 
recruiters have been given a green light on use 
of paid advertising—on a limited basis. . . Page 1 

Station KFMB-TV cancels news show in a dispute 
with the sponsor over handling of the news, but 
sponsor bows to edict . errr rT er 

Nielsen has a new television report. It’s called a 
popularity rating and it applies to nine TV mar- 
ket areas 5 we Page 6 

Three-fourths of the owners of dishwashers rec- 
ommend their appliances to friends and 30% 
of such endorsements result in sales, according 
to a new dishwasher market study by Hotpoint. 
See . , Peo de RANE Seah e eee Page 38 

Harvey L. Schwamm may become an unpopular 
man in banking circles but customers will like 
his ideas. Mr. Schwamm, head of American 
Trust in New York, has the revolutionary no- 
tion that banks ought to be open at the con- 
venience of customers Page 44 

Oil industry tire, battery and accessory executives 


tion has three goals, which Chairman B. B. 
Geyer of Geyer, Newell & Ganger outlined at 
the recent ARF organization meeting ...Page 59 
AA checked paper industry executives to see in 
what direction they believe paper prices are 
headed, found they feel newsprint and book 
paper prices will remain steady during early 
1952 : aoe woeee EO @ 
Jim Woolf juggles a hot potato this week, but ad 
gals will like what he has to say about charges 
that the bigger opportunities in advertising are 


verse and far-reaching ad campaigns ever 
undertaken in the textile industry. Page 90 
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agers. William W. Hoerter, formerly with Botsford, Constantine & 
Gardner in New York and earlier with Pepsodent division of Lever 
Bros. Co. and Foote, Cone & Belding, will handle advertising of Miracle 
Whip, Kraft mayonnaise, Kraft French dressing, and Parkay margarine. 
Tom E. Chantron, formerly head of the advertising department of Hall 
Bros. Inc. in Kansas City, has been placed in charge of Kraft salad oil, 
caramels, malted milk, Kraft Dinners and all institutional advertising. 


Joe Culligan Joins Sutherland Productions 

New York, Dec. 14—Matthew J. (Joe) Culligan today resigned as 
associate advertising director of Modern Bride, Popular Photography 
and Radio & Television News to become an officer of John Sutherland 
Productions, Los Angeles, producer of industrial and commercial motion 
pictures. Mr. Culligan will work in New York. No announcement has 
yet been made of his successor at Ziff-Davis. 


70 Companies to Tie In with Tea Week 

New York, Dec. 14—Seventy companies will tie in their advertising 
with the Tea Council’s promotion of National Take Tea and See Week, 
Jan. 18 to 26, which will replace National Hot Tea Week of former 
years. Tea Council advertising for the week includes a full-color page 
in Life and pages in 33 metropolitan dailies. Leo Burnett Co., Chicago, 
is the agency. 


Bozell & Jacobs Gets Samarkand Rugs 
New York, Dec. 14—Samarkand Rug Mills has appointed Bozell & 


Jacobs, New York, to handle its advertising account. Media plans have 
not yet been announced. Peck Advertising is the previous agency 


(Additional News Flashes on Page 89) 
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Amid Much Vituperation ... 


San Diego's KFMB-TV Retains Right 
to Control Sponsor's News Content 


San Dieco, Dec. 11—Television 
Station KFMB-TV cancelled a 
news broadcast this week in a dis- 
pute with a sponsor over handling 
~f news, but the program was back 
vn the air one night later and the 
TV station said it had won agree- 
ment from the sponsor that the 
station had sole responsibility in 
deciding news content of the 
broadcast. 

John A. Kennedy, chairman of 
‘the board of the Kennedy Broad- 
casting Co., operator of KFMB-TV 
and AM and half owner of WSAZ, 
Huntington, W. Va., said he be- 
lieved it to be the first case in- 
volving news editing responsibility 
on television. 

Details of the 


dispute were 


promptly aired before a_ special 
House committee which was hold- 
ing hearings here into alleged ir- 
regularities in handling of Vet- 
erans Administration-insured home 
loans to veterans. The committee 
probe, under Chairman Olin 
Teague (D., Tex.), was the subject 
of the news item in dispute. 

When the congressional probers 
got wind of the program cancel- 
ation they quizzed Mr. Kennedy, 
Roy E. Hegg, president of San Di- 
ego Federal Savings & Loan Assn., 
sponsor of the five-minute nightly 
news program, and Rex Arthur 
May, free lance announcer for 
the program, who is under con- 
tract to San Diego Federal. 

The San Diego Federal account 


is handled by Barnes Chase Co., 
San Diego agency. George Haw- 


kins, the account executive, was 
out of the city and missed the 
squabble, but Norman Barnes, 
president, took over and attended 
the congressional hearing before 
which his client was subpoenaed. 


® Two v.p.s of San Diego Federal 
have been arrested on federal 
charges growing out of an FBI 
probe of the GI home loan situa- 
tion which preceded the congres- 
sional hearing. They have since 
resigned. They were among 40 
witnesses subpoenaed to testify 
before the House group. 

Mr. May testified that he had a 
brief mention of the hearing on his 
five-minute broadcast script for 
use at 8:55 p.m., the night before 
it opened. He said there was no 
mention of either of the former 
vice presidents or of San Diego 
Federal in the script. He said the 
script had been approved by Paul 
White, station news editor who 
was for many years in charge of 
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“Okay, Jones. I'll buy that... it’s that easy to get 
statewide results in the Des Moines Sunday Register!” 


Good reason for advertisers’ enthusiasm! For this is a fact: 
The Des Moines Sunday Register does a statewide selling 
job . . . delivers 63% of all lowa’s city and farm folks! 
What a market they make up! It’s 344-billion-dollars-per- 
annum big, no less—comprising this old planet's very best 
farm market, avd an urban market on the high spending 
side of big cities like Philadelphia, Boston, San Francisco. 
Specific county coverage? 50% to 100% in 79 out of 
lowa’s 99 counties; 40% to 49% in 12 more counties; at 


least 21% in the few others. 


PACKAGES A STATEWIDE URBAN 


MARKET RANKING AMONG 


You can see why the Des Moines Sunday Register is 6th 


in general advertising linage among a// Sunday newspapers. 


Milline rate $1.77. 


AMERICA'S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1951: 


Daily, 371,459—Sunday, 536,752 


THE DES MOINES REGISTER anv TRIBUNE 


Represented by: 


Gardner Cowles, President 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


all news for CBS. 

Then, both Mr. May and Mr. 
Kennedy told the committee, Mr. 
Kennedy asked to see the script 
and informed the announcer it 
could not go on the air unless 
Mr. May agreed to include the 
names and affiliations of Alton B. 
Jackson and Wrelton Clarke, the 
two resigned v.p.s of San Diego 
Federal, sponsor of the news 
broadcast. 


@ Mr. May said he refused, and, 
unable to reach Mr. Hawkins of 
Barnes Chase, telephoned Mr. 
Hegg, who asked to talk to Ken- 
nedy. 

Mr. Hegg and Mr. Kennedy both 
testified in substantial agreement, 
except that Mr. Hegg said he ob- 
jected to use of the former San 
Diego Federal executives’ names 
only because there was not time 
on the program to mention all 40 
persons subpoenaed, and he did 
not think it fair to single out the 
two. 

Both sponsor and broadcaster 
agreed that Mr. Kennedy said in 
the telephone conversation the 
program could not go on the air 
unless the names were included. | 

“Well, it’s cancelled, then,” Mr. 
Hegg said. 


® Invited by Chairman Teague of | 
the congressional committee to ex- 
plain reasons for his action, Mr. 
Kennedy testified: 

“We are running the handling 
of news and if we do it wrong, we 
have the example of the two years 
of hearings on Dick Richards over 
his slanting of the news. He died 
of a heart attack, later. That’s an 
example of what the FCC can do 
if we don’t do our job right. 

“We have lost plenty of money 


STIK-ON DISPLAY—This Fox Head Brew- 
ing Co. stik-on display, designed and pro- 
duced by Milprint Inc., Milwaukee, is in- 
tended for mounting on back-bors, walls, 
windows, panels and posts. 


from advertisers who have can- 
celled both newspaper (he was 
publisher of the now-defunct San 
Diego Journal) and radio advertis- 
ing when we used their names in 
the news.” 

Mr. Kennedy then said KFMB- 
TV and San Diego Federal had 
reached agreement that the sta- 
tion will in the future “have com- 
plete control of the handling of 


|} news” and the program went back 


on the air, “written and edited by 
Mr. White.” 


® Elaborating on his telephone 
conversation with Mr. Hegg, Mr. 
Kennedy testified that when he 
told the savings and loan execu- 
tive the program must be can- 
celled “unless it carried the news,” 
Mr. Hegg replied: 

“You know, Kennedy, you 
wrecked the Journal and now 
you're going to wreck the televi- 

(Continued on Page 87) 


“This is the size we make for the 
Growing Greensboro Market!" 


THERE iA SANTA CLAUS 


for you in the Growing Greens- 


boro Market—where 1/6 of North Carolina’s 4-million people 
do 1/5 of the retail buying for the state, to the tune of $422- 
million annually! ... You ean wrap up this kind of spending 
on a year-round basis, when you schedule the 100,000 daily 
circulation of the GREENSBORO NEWS and RECORD... 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


U. S. Census Figures 


\ 
t 
} 


ews and Record 


GREENSBORO, NORTH CAROLINA “ y, 


| seresented Nationally by Jann & Kelley, Inc. 


: 2 ants Advertising Age, December 17, 1951 : 
| _ | 
a ot g .¢ ae 
. | = OF 
# i. a . 
a A | 
. : a wei : 
| yor 
caus Ww caiman Te 
it a\\ Wee : ——— v7 —— 
mM \2E2% : a en B 
n Z NN wtih \ Ge ej -_ 
of N . Ryan NS = ZB: ee 
| \ .. sN N= &&e OS >. Ff 
4 Xz > Fee ce, 

if i ~\ te ¢ — \4 poo 5 : 
‘ ai - WI WF ~~ (y f- x2 : 
eal ~ an « ne 
ee ee Birt: Sboro LABS \\ a 
ee ——= < - 


GEARED TO TODAY’S TREND TO 


GREATER SELF-SERVICE AND FEWER BRANDS— 


The Chicago Tribune 


INCREASING dependence 
by retailers on self-service and 
their concentration on fewer 
brands emphasize today’s 
need to build a strong con- 
sumer franchise. You don’t 
get the volume you want if 
you don’t demonstrate to re- 
tailers that their shelf and floor 
space will produce more profit 
for them than when it is given 
to the display of your compet- 
itor’s brand. 

Retailers are not interested 
in stocking and pushing a 
brand which their customers 
are not interested in buying. 
With thousands of items in 
stock clerks have time to know 


Chicago 
A. W. Dreier 


about and push only a few. 
And profit margins mean little 
unless they are realized by 
turnover. 

From its study of advertis- 
ing and selling in Chicago the 
Chicago Tribune has worked 
out a sound procedure that 
can build a strong consumer 
franchise for your brand-——one 
that will stand up against 
competitive promotion and 
one that is wanted by retailers 
because they see in it the 
answer to their own needs. 


The Tribune plan is an in- 


. tegrated operation that can get 


you a greater share of the day- 


to-day buying of consumers. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 
New York City 
E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. 
MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Detroit San Francisco 


Penobscot Bidg. 155 Montgomery St. 


Consumer- Franchise Plan! 


It results in larger orders and 
savings in deliveries. It gives 
you the benefit of the retailers’ 
own promotion without resort 
to deals, premiums, cut prices 
or special discounts. Proved in 
Chicago, it can be employed 
in other markets. — 

If you want more volume, 
here is the way to get it. If 
retailers are beginning to drop 
your line, here is the way to 
win primary shelf position and 
store display. A Tribune repre- 
sentative will be glad to give 
you the facts. Ask him to tell 
you how you apply it in your 
business. Do it now while the 


matter is fresh in your mind. 


Los 


Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Bivd. 
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culation Audit, may sign up by “This,” Mr. Knight told AA,| fornia publishers empowered Mr. plete an audit as is given publish- 


ae te at - 


Verified Audit 


of Circulation 
Planned in West 


Jan. AS as subscribers to a new “will cover such publishers’ claims Knight to proceed on the basis of ers closer to New York. 
auditing organization, Verified Au- as are used in the securing of ad- verbal commitments from them. In Mr. Russell’s opinion, the 
dit of Circulation. VAC will audit vertising.” Field crews will inter- According to Fred Russell, Western West Coast publisher pays the 


both paid and controlled circula- 
tiom of subscribers. 

The new organization will be set 
up by the John B. Knight Opinion 


view a representative cross-section 
of a publisher's circulation to veri- 
fy that the publication goes as 
claimed to “v.p.s” or “purchasing 


Motor Transport, some of the pub- 


same dues for a perfunctory audit 


lishers concerned are members of as does another publisher for a 


CCA and will resign. 


thorough audit. He believes audi- 
tors are scheduled in and out of 


Survey Co., Hollywood. To the agents,” etc. ® He declined to name those pres- Southern California quickly for 
present auditing functions like ent, saying it could be embarrass- expense reasons. On the other 
Los ANGELES, Dec. 12—At least those of CCA, VAC will add that » VAC will be completely owned ing to some, particularly CCA hand, the expense to publishers for 


15 West Coast business papers, 
some members of Controlled Cir- 


of verification and validation of 
circulation, 


cars registered here! 


adding 41 million visiting cars to your 
South-Southwest 


est market this winter! 


>) 


QD sv Peachtree St, N.E. Adanta 5, Ga. 


by the Knight company. Publishers 
will not have any financial interest 
or control. Contracts will be made 
with individual publishers, with 
the fee based on circulation. All 
contracts will be uniform. 

Mr. Knight is now setting up 
the mechanics of the new organ- 
ization. It is expected the first 


audits will be made in May or June | 


of 1952. Admitting that the organ- 
ization will not be a reality until 
he has the signatures on the dotted 
line, Mr. Knight said he expects 
to sign up “15 to 20” publishers by 
the middle of January. 

The proposed new organization 
is the result of a meeting early this 


‘month at which 13 Southern Cali- 


members. According to Mr. Rus- 
sell, others present were previous 
members of CCA and publishers 
who have never belonged to an 
audit group but now realize such 
an affiliation is necessary. The 


trips from New York for special 
problems is high. 


® Although VAC will begin with 
Southern California publishers— 
there are 65 in the area—it is an- 


latter group, he said, is facing the ticipated all western states pub- 


growing pressure of agency de- 
mands for an acceptable audit. 

Two factors, it is said, have 
sparked the movement for a West 
Coast audit group: 

1. The belief that CCA’s new 
verified audit plan is too costly 
and “fantastic” from the standpoint 
of its requirements for file records. 

2. The belief that West Coast 
publishers do not get a complete 
audit, and actually not as com- 


Designed by Dunbar Beck, a fellow of the American 


in Rome, 
architectural 


Academy 
Greene, 


in conjunction 
engineers of 


with Lockwood- 
New York and 


specialists in newspaper plant construction. 


lishers will be invited to join up. 

The Knight organization does 
public opinion survey work, its 
clients including Bank of Amer- 
ica, the State of California and 
Southern California Associated 
Newspapers. It also audits atten- 
dance of state fairs for California. 

What might seem a related in- 
cident, the resignation of Rex 
Wadman, publisher of Diesel Prog- 
ress, Los Angeles, as a director of 
National Business Publications, is 
actually unrelated, Mr. Wadman 
told AA. He said that the proposed 
VAC is regional in nature, and as 
publisher of a national magazine 
he is not particularly interested. 

Mr. Wadman expressed his con- 
viction that business paper pub- 
lishers should support a stronger 
business paper audit for both paid 
and controlled circulations, one to 
which they would pay a minimum 
of $400 or $500 a year on the aver- 
age, rather than $150 to $175 as 
at present with CCA. 


@ In New York, William K. Beard, 
president of Associated Business 
Publications, told AA that no ABP 
papers are affected by the re- 
ported formation of Verified Audit 
of Circulation on the Pacific Coast. 

“The job that needs to be done,” 
Mr. Beard said, “is to make exist- 
ing audit bureaus more effective 
rather than to splinter off into both 
directions. Publishers and adver- 
tisers benefit more by unified ac- 
tion on a national scale for better 
circulation audits than by any sort 
of sectional experimentation. I 
have no sympathy with people who 
pick up their marbles and go home 
instead of staying in the game and 
playing it out.” 

Adin L. Davis, managing direc- 
tor of Controlled Circulation Audit, 
told AA that he had no comment 
to make about Pacific Coast devel- 
opments. 

Robert E. Harper, executive v.p. 
and secretary of National Business 
Publications, had no comment to 
make either on the new West Coast 
audit or the resignation of Diesel 
Progress from NBP. 

“It’s still a democracy,” he said, 
“and members of an organization 
can resign if they want to.” 


Larson Names Ray Jenkins 


@ Like the market it serves, The Modesto Bee . “gy ta i. Sane 

s “ . ” s, -" oa manu ’ 

: has outgrown its old “proportions”. In a dec- oe appointed Ray C. Jenkins Ad- 
; ade, population has climbed 63° — our circu- vertising, Minneapolis, to direct 
. lati 144%! its advertising. Proposed 1952 
aoe = plans include promotion of the 


Yes, growth is behind this new building 


which covers a full half block in downtown 
Modesto. And all that a modern newspaper 


company’s new Ply-A-Lume boat, 
developed to conserve metal. 


Grant Appoints Oliver 
James C. Oliver has been ap- 


Brand-new bigger quarters could hope for is in it. Functional throughout 


; . .. air-conditioned . . . 35,000 square feet of 


for the only daily newspaper yyy ycacel ne ant Moors that soak 
that covers California's 


pointed manager of the Miami of- 
fice of Grant Advertising. 


ATTENTION 
MANUFACTURERS 


DO you have a NEW PRODUCT 


lounge and cafeteria, and a complete test kit- 
chen for the paper’s own home economist. 


P # Z “ 7 Bee Engraving and FM Station KBEER, 

Z - sats * “ aa you want to put on the market 
“flourishing Modesto market — sisted with The Modesto Bee, adjoin the cheap we 

it ; a 
: / The Modesto Bee takes pride in its new Tall Wit 
plant and welcomes the opportunity to show it. INCORPORATED 
i; Manufacturers of Sales 
- ggg 
. STO BEE ONE OF THE THREE McCLATCHY NEWSPAPERS @ THE SACRAMENTO BEE e THE MODESTO BEE e THE FRESNO BEE Telephone Financial 6-3653 | 
THE MUDE O'MARA & ORMSBEE, INC, NATIONAL REPRESENTATIVES 
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Comics magazines are 
virtually legal tender 
among their young 
enthusiastic readers. They 
are read and swapped .. . 
read and bartered . . . read 
and traded . . . read and 
passed along until they are 
literally worn out! 

That's how advertising in 
comics books is hard 

at work around the clock 
and around the calendar, 
making friends and 
followers 365 days a year. 
Little wonder that 
advertising pays off . . . plus! 


National 
Comics 
Croup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO ~=LOS ANGELES 
SAN FRANCISCO = PORTLAND 
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‘N. Y. News’ Raises Price 

The New York News has in- 
creased its’ single copy price in 
suburbs from 4¢ to 5¢. The paper 
will continue to be sold at 3¢ 


oe iw. Advertising Age, December 17, 1951 


within New York City limits. McGuire Gets West India 
Mounting production and distri- The Montreal office of McGuire 


s 
‘production and distr: | |The & iccure Nielsen Issues 
bution costs, the newspaper said, Advertising has been appointed to 


stata 


P | SALES BE CH avalanche: the agency to a list of magazines 
b RETA! A |}and Quebec newspapers accepting 


made the increase in suburban direct advertising and public rela- e 
price necessary tions for West India Co., Montreal. 9-Cit | V Show 
Advertising for Black Diamond De- y 
merara rum is being released by | 
Popularity Data 


00 TEXAS liquor advertising. 
43 Ad COUNTY ; ia Je 
$] 3 ’ Deont “4 ever asc CIRCULATION Miami TV Coverage Camste, as. ok. € ; omic 
1950-5 es ov There are 93,800 television sets = has cro pio yer d 
100,000 installed in the Miami, Fla., cov- T popularity” rating, designe 


erage area, as of Dec. 1 to show viewing activity in nine 


Advertising Typographers 
Association of America, Inc. 


AKRON, O. 

The Akron Typesetting Co. 
ATLANTA, GA. 

Higgins-McArthur Company 
BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic Service 
CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O. 

Bohme & Blinkmann, Inc. 

‘ Schlick-Barner-Hayden, Inc. 
4 Skelly Typesetting Co., Inc. 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagears-Chiles-Srovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 

George Willens & Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire J. Mahoney 
LOUISVILLE, KY. 

The J. W. Ford Company 
MILWAUKEE, WIS. 

Arrow Press 

George F. Wamser, Typographer 
MINNEAPOLIS, MINN. 
Duragraph, Inc. 

: NEW YORK, N. Y. 
Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

Morrell & McDermott, Inc. 
Chris F, Olsen, Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 
Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 
Typographic Designers, Inc. 
The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 

NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 

John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey 

ST. LOUIS, MO. 

Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Reardon & Krebs, Inc. 

SEATTLE, WASH. 

The Deers Press 

Frank McCaffrey’s Acme Press 
of Seattle 


sale tense ras stahipnten: Sy eo it ANA AP Ntene GAA 08 


& 


(an Sunion’s Shetland beat 
HILL PRINCE 


When an advertiser is lured into patronizing an unknown printer, 
the appeal usually being one of price, he consoles himself by say- 
ing, “‘What can I lose? Typesetting is typesetting, isn’t it?” 


If that’s an argument, then little Bobby, bouncing along on his 
Shetland pony, has a chance against Hill Prince with Eddie Arcaro 
up. Both are riding horses. Will advertisers never learn that there 
is as wide a variation in typography as there is between Junior's 
pet and Mr. Chenery’s speedy colt? 

Customers of Advertising Typographers Association of America, 
Inc. know about this difference. They never worry about the 
charges because they know advertising composition costs are based 
on the actual time consumed. ATA members, employing skilled, 
intelligent craftsmen with every modern typesetting facility avail- 
able, come up with the job right the first time. That cuts out revi- 
sions and resettings and insures rrompt delivery. The customer is 
billed at the lowest possible cost, and the modern cost systems used 
by ATA members assure him absolute accuracy in computing 
the charges. 

The great satisfaction ATA customers have in ATA service is 
worth noting. The ATA member relieves the customer of many 
bothersome details. Being intimately conversant with the adver- 
tiser’s problems, he does not require a lot of tedious explanation. 
If there is a change in advertising trends or a new method of doing 
a job better, he knows about it at once and can discuss it intelli- 
gently with the customer. Moreover he is constantly on the look- 
out for ways of helping the customer save money. Satisfied cus- 
tomers never “shop around.” Firms using ATA service have 
found this so over the years. 

Why don’t you join the ranks of advertisers who depend on 
ATA service? A telephone call to your nearest ATA member is 
the way to start. 


Sdvertising Typographers stssociation of pmerica, Ine: 


Executive Offices: 461 EIGHTH AVENUE, NEW YORK CITY 
JERRY SINGLETON, Executive Secretary 


multiple-station television mar- 
kets. 

The reports, which supplement 
but do not replace the minute-by- 
minute records, are based on data 
from those markets which can re- 
ceive three or more network pro- 
grams at the same time. 

Audience size by networks, dur- 
ing the average minute of telecast, 
is expressed in terms of the per 
cent of all TV homes in the nine 
cities and is available for every 
quarter hour of telecasting 
throughout the entire day. 


@ The nine areas covered in the 
reports are New York, Chicago, 
Washington, Philadelphia, Detroit, 
Cleveland, Baltimore, Cincinnati 
and Columbus—markets which 
include a total of approximately 
47% of all U. S. video homes. 
The first of the new reports, 
which was published yesterday, 
illustrates how the national ratings 
| and popularity ratings differ: 


Popu- 

National larity 

Number (All (Nine 

Program Stations Areas) Areas) 

Lone Ranger 41 37.8% 27.0% 
Kraft TV Theater 42 35.6 27.3 
Alan Young Show. 39 34.5 28.2 
Pabst Bouts 53 341 28.8 

Original Amateur 

Hour Be 295 22.4 
Studio One 51 28.3 22.0 
Speidel Show 33 26.5 19.6 
Ford Festival 45 25.9 18.1 
We, the People 36 245 11.0 
Plainclothesman 14 23.3 18.3 
Celebrity Time 37 154 9.1 


Voice of Fire- 

stone 40 14.0 3.2 
@In addition, the report shows 
how—during the Monday meas- 
ured—about 3,500,000 homes 
watched Godfrey's “Talent Scouts” 
from 8:30 to 9 p.m.; how 1,000,000 
homes shifted from Godfrey and 
CBS to “Lights Out” on NBC dur- 
ing the next half hour; how anoth- 
er 1,000,000 homes switched to 
NBC to catch the Somerset 
Maugham show at 9:30, and then 
how about 700,000 homes joined 
CBS at 10:30 to see the second 
half of “Studio One.” 

The successive half-hour seg- 
ments from 8:30 to 11 p.m. are 
numbered from one to five on each 
of the following tables which, of 


course, must be considered to- 
gether: 
Homes 
Using 
TV 
1 8:30-9 p.m. EST 71.7% 
2 9-9:30 p.m 13 
3 9:30-10 p.m 71.6 
4 10-10:30 p.m 65.5 
5 10:30-11 p.m 56.5 


Share of Viewing 
CBS NBC 
1 70°:—Talent Scouts 10°: Voice of Fire- 
stone 
30°-—Lights Out 
—Maugham 


2 50°.—Racket Squad 
3 26°,—News to Me 


Theater 
4 24°-—Studio One 54°¢-—Maugham 

Theater 
5 45°¢-—Studio One 24°. —Local 


Campbell to Wallaceburg 

T. D. Campbell, formerly in the 
Montreal office of Young & Rubi- 
cam, has been appointed sales pro- 
motion manager of Wallaceburg 
Brass Ltd., Wallaceburg, Ont. 


DO You NEED to advertise to 
western heavy-duty truckers in Califor- 
nia, Oregon, Washington, Idaho, Ne- 
vada, Utah and Arizona? 
| WESTERN TRUCKING NEWS 
| SERVICE (established 1937) is the 
| most economical way to cover this field 
and carries advertising of such firms as 
White, Diamond T, Reo, Utility, Budd, 
| Kenworth, Peterbilt, Cummins, Fuller, 
Shell, etc. 
We will be pleased to send you a sam- 
ple copy, advertising rates and sales 
| talk which is brief. Since we are nor 
listed in SR&D this is the only way 
you will ever hear of our publication. 
Also, our low rates do not permit the 
yment of either agency or cash 
iscount. 


If you are interested, write 
S. D. McFADDEN NEWS BUREAU 
| 7 Front Street + San Francisco 11, Calif. 


Also publishers of 


| WESTERN PACKING NEWS SERVICE 


(Advertisement) 


“ Sa 2 ioe See Bs ey (hoe pte So See. we ee ea oe ie a Bie. Ser See ae ae 
: ye on 5 si de re * a Aes ee ae on fe ea sok a _— el: ane 
AE age oH ae ee ies oe Bic an ee gee meee: oe a hoe ee oe NS ea a aa 
er : ~ be | = Le . “ i ¥ . - 7 va . Z e a hi. 
ale a ‘ BAtied 
ie Risa 
. 6 eee 
4 
. es 
a te 
b . 
ce ally 
; eee EEE aie: 
* : 
: 
i 
| ee | 
- 
* ) vt 
a ac ) : 
a_i -— } 
§ \ ’ _—— ; 
’ 7} a / % 
- — : 
a us 
> 
= : a 
ts os 
#, re 
nat ) ¥ 
- a 5% 
he be 
— 
a : : 
— a 
a 
> HE 
a Lm 
_ . 
“a i 
_ f 
_ : 
a i 
os a 
’ Ss 
é - 
: S 
. as 
| | ‘i 
~ ‘ 
a we 
"3 
: s 
qiPOvay ts 
y & 2 . 
| 3 Pi : : 
2 . aye 
é =p 
ABE. dt 
- ‘Sen 8 ra 
~~ : 
. aM 
J . i i, 
2 ; 


Never Underestimate the Power of a Woman! 


CHRISTMAS 1951 
me" JOURNAL 


ees ee ae we a ae a. ee = —l ll le Us Se oi dee 
ap tae fr te PE 7 ee : FP a ay : ‘ oe: ; 
: aq 
- a 
3 ee . 
a ge 
= ik 
3 ee 
2 i: 
+ a 
a ay s 
z: % Be 
a to. 
7. Pe 
ae ae 
a oe 
i a 
at " oe 
of ae 

= bh 
. = ae 
: es 
oe + 
= et 
a an 
ae “egal 
hy WS. 
Oe hepa 
ont 4 s Kp 
a _™ \ Oy 
: - a 
ae ti Kp: eee 
ir AW z 
. Sf ma} 
: _ 

: = 
ut S ' le 
i ‘ e a < By 
i“ LF * - ~ os" 
: ; ‘ 7a anes. Se Z % > * 
- ey /, : o: 
. ‘ 2. i 
, | 5 
2 . 
Le Bd 
ea = 7 
cor 2] a : 
2 ” _ is 
* P74 “ed 
re PY . 
: id a 
= 4 ag 
: ~< § 
ee ae . 
= oe 
* 1% ¥ 2 
is: < 
es nt 
ote, a 
= a 
ae % 
Goint A. 
ae ee? 
o re 
= _ 
ue a 
me { Pe 
y ye £ 
z 
. 3 
i fy 5 
oe 

ges ' a 
gaia : PPAF ag F 


Lane Named Midwest Editor 
Jack Lane, on the staff of Tide, 
has been named midwest editor, 
succeeding Elinor Zeigler, who has 
resigned. Before joining Tide, Mr. 
Lane was assistant to the execu- 
tive secretary of the National In- 
dustrial Advertisers Assn. 


Reinecke to Laundry Assn. 
John J. Reinecke, formerly ex- 
ecutive secretary of the Wood Of- 
fice Furniture Institute, Washing- 
ton, has been appointed executive 


secretary of the American Home 
Laundry Manufacturers’ Assn., 
Chicago. 


It’s "TOPS" in its trade 


HOUSEWARES 
REVIEW 


Reaches and influences 
more housewares 
retailers than any other 
trade publication... 
Carries more advertisers. 


HAIRE Specialized TRADE PUBLICATIONS 
1170 Broadway, N.Y.1, + 


MU 3-8700 


Supreme Court 
Rules Against 
‘Lorain Journal’ 


(Continued from Page 1) 

please 

In the court's decision, Justice 
Harold Burton said “the right of 
the publisher is neither absolute 
nor exempt from regulation 

“The operator of the radio sta- 
tion, equally with the publisher of 
the newspaper, is entitled to the 
protection of the Sherman Act.” 

The Supreme Court found that 
the Lorain Journal systematically 
refused to accept advertising from 
local and national advertisers who 
bought time on WEOL, in nearby 
| Elyria 


}@ Noting that prior to the con- 
struction of WEOL in 1948, the 
Journal was the sole advertising 


Advertising Age, December 17, 1951 


outlet covering the area, the Su- 
preme Court reported that the 
court below found unequivocally 
that appellant’s conduct amounted 
to an attempt by the publisher to 
destroy WEOL and, at the same 
time, to regain the publisher's 
pre-1948 “substantial monopoly 
over the mass dissemination of all 
news and advertising.” 

“If all the newspapers in a city. 
in order to monopolize the dis- 
semination of news and advertis- 
ing vy eliminating a competing 
radio station, conspired to accept 
no advertising from anyone who 
advertised over the station, they 
would violate Sections 1 and 2 of 
the Sherman Act,” the decision 
said. 

“It is consistent to hold here 
that a single newspaper, already 
enjoying a substantial monopoly 
in its area, violates the ‘attempt 
to monopolize’ clause when it uses 
its monopoly to destroy threatened 
competition.” 


sin a footnote, the court ex- 
pressed annoyance at the fact that 


We'te sorry about | 
but our readers wanted to see 


To the State Highway Patrol, it was the site would be a pleasant afternoon drive. 
worst traffic jam in the history of U. S. 41. 
To advertising people, it is a striking ex- 
ample of pulling power. 

Here’s what happened: Georgians saw 
their new Allatoona Dam featured in full- 
color gravure in the Sunday Magazine of 
the Atlanta Journal-Constitution. 

The same day, thousands of them acted 


a! 


TOON ony MS 


on the suggestion that a visit to the dam 


Circulation: 457,147 
National Representatives: 
Kelly-Smith Company 


THE 
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verging on Allatoona from all directions. 

The medium that “sold” Georgians on 
driving to see Allatoona Dam can sell 
merchandise for you. Every Sunday this 
Magazine finds a friendly welcome in 
nearly half a million homes. You are wel- 


come, too, when you go along. 
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The result was a flood of motor cars con- 


DO YOU HAVE THIS BOOK? 


This 32-page book, in full 
color gravure, summarizes the 
striking ten-year growth of 
Atlanta for advertisers and 
advertising agencies. If you 
hove not received your copy, 
there's one waiting for you. 
Address: The Atlanta Journal 
and Constitution, Atlanta, 
Georgia. Or, of course, the 


nearést Kelly-Smith Office. 


[and CONSTITUTION wissen 


the Lorain Journal turned down 
advertising from Elyria merchants 
who were in competition with 
Lorain merchants, then asked Lo- 
rain merchants not to buy time on 
WEOL, which was in competition 
with the Journal. 

“We find no principle of law 
which required Lorain advertisers 
thus to boycott an Elyria advertis- 
ing medium merely because the 
publisher of a Lorain advertising 
medium has chosen to boycott 
some Elyria advertisers who might 
compete for business in the Lorain 
market,” the footnote said 

“Nor do we find any principle 
of law which permitted this pub- 
lisher to dictate to prospective 
advertisers that they might adver- 
tise either by newspaper or by 
radio but that they might not use 
both facilities.” 

Besides pointing up 
“common carrier” responsibilities 
which will now be applied to 
“monopoly” newspapers, the deci- 
sion pegged down protection for 
advertising under the Sherman Act 
as a commodity disseminated in 
interstate commerce 


special 


® Arguing that the Lorain Journal 
is engaged in interstate commerce, 
Justice Burton declared 


There can be little doubt today 
the immediate dissemination of 
gathered from throughout the nation or 
world by agencies specially organized for 
that purpose is a part of interstate com- 
merce 


that 
news 


The same is true of national adver- 
tising originating throughout the nation 
and offering products for sale on a na- 


tional basis. The local dissemination of 
such news and advertising requires con- 
tinuous interstate transmission of mate- 
rials and nothing of 
the interstate commerce involved in the 
sale and delivery of products sold 

“The distribution within Lorain of the 
news and advertisements transmitted to 
Lorain in interstate commerce for the 
sole purpose of immediate and profitable 
reproduction and distribution to the read- 
ing public is an inseparable part of the 
flow of interstate commerce 

Unless protected by law 
ing public is at the mercy 


Payments, to say 


the consum- 
of restraints 


and monopolizations of interstate com- 
merce at whatever points they occur 
Without the protection of competition 


at the outlets of the flow of interstate 
commerce, the protection of its earlier 
stages is of little worth 


® As a result of the decision, the 
Journal, and its publisher, Samuel 
A. Horvitz, and its business man- 
ager, Isadore Horvitz, are pro- 
hibited from discriminating against 
business firms which buy time on 
WEOL 

In addition, they must 

1. Publish each week for 25 
weeks public notice explaining 
“fairly and fully” the terms of the 
court's order 

2. Maintain records for five 
years on its relationships with ad- 
vertisers 

In addition, the Horvitzs face 
a similar anti-trust action against 
a newspaper they own in Mans- 
field, O., and possible private dam- 
age action by radio stations in- 
volved. 

Previously, the Horvitzs had ap- 
plied to FCC for radio licenses 
and had been turned down on the 
grounds that they would not be 
qualified. In turning down the ap- 
plication, FCC noted the advertis- 
ing practices which subsequently 
came before the court in an anti- 
trust action. 


Berchtold Joins McCann 


William E. Berchtold, formerly 
executive v.p. and plans board 
chairman of Foote, Cone & Beld- 
ing, New York, has joined Mc- 
Cann-Erickson as v.p. and gen- 
eral executive. He will serve as 
chairman of the advisory commit- 
tee on advertising plans in the 
agency’s Chicago office 
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S pANNER-FLYI¥e) 
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© NITE NEON-FLYING 
© SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
CHICAGO}, ILLINOIS 224 EAST 38TH ST 
PHONE S1 2-7487 MU 7-6477 
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No Conference 


necessary 


For Christmas Greetings, we decided to 


Say it with Flowers-By-Wire 


, What an inspiration . . . FLOWERS-BY-WIRE! Our last quarter looked especially good. 


‘ ie 
\ \ Roeceure: And we wanted to make an extra gesture to our customers. 


It was too late to change our Christmas list. We finalized that months ago.. 
Then Yours Truly came up with a brain wave. I muttered to myself, 


“ITS NEVER TOO LATE TO SAY IT WITH FLOWERS-BY-WIRE!” 


The minute Management heard it, they agreed; no skull-session necessary! 


Fact is it’s such a pleasant, personal touch for any business occasion . .. we're 


making FLOWERS-BY-WIRE Standard Operating Procedure from now on. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + as a “thank you" for the 


order + on almost any business occasion « for those at home when you're away 


You can wire flowers to anywhere... ftom anywhere... more than 18,000 F.T.D. 


and Interflora Member Shops at your service! 


Look for the famous F.1.D. Mercury Emblem. 
It identifies the right shops! 
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IN AMERICA 


Le eo: 


THE LOS ANGELES MARKET—The area des- 
ignated by the U. S$. Bureau of the Census as the 
Los Angeles metropolitan area—is America’s third 
largest market in every feature bearing on adver- 


tising and sales results. 


RETAIL. SALES—with a total approaching 5 bil- 
lion dollars annually in retail sales, the Los Angeles 
market is third in America in this important category. 


AUTOMOTIVE STORE SALES—Motor car 
travel being the major mode of transpertation in 
the area, Los Angeles rates second in the nation in 
this classification, with sales over a billion dollars 


yearly. 


Third in America. - 


POPULATION—Only the New York and Chicago 
metropolitan areas surpass the Los Angeles mar- 
ket’s 4,434,300 people. 


BUYING INCOME—with a total net effective 
buying income exceeding 7% billion dollars, the Los 


Angeles market ranks third in the nation. 


FOOD AND DRUG STORE SALES—the Los 


Angeles market easily maintains its ranking of third 
in America both in food and drug store sales . . . 
over $1,000,000,000 in food and over $155,000,000 


in drug store sales. 


Source: Sales Management's 1951 Survey of Buying Power 


LOS ANGELES 
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THE LOS ANGELES TIMES is first in its field 
in Total Advertising, Total General, Retail, Display 
and Classified advertising—in 86 out of the 113 
Classifications listed by Media Records. The Times 
also is first in Los Angeles in Daily and Home- 
Delivered circulation. 


TOTAL ADVERTISING—For the first three- 
quarters of 1951, The Times published 30,742,902 
lines of advertising. This is 50.6% MORE than the 
second paper. 


DEPARTMENT STORES—the Times published 
more than twice as much (116.2%) department 
store advertising as any other Los Angeles metro- 
politan newspaper. 


First in Los Angeles... 


REPRESENTED BY CRESMER AND WOODWARD. NEW 


FOOD ADVERTISING—in Retail Grocery and 
General Food advertising, the Los Angeles Times 
led its closest competitor by more than 60%. 


HOME-DELIVERED CIRCULATION—More 
than 3 out of 4 readers who take the Daily Times, 
take it by home-delivery. The Times is first in 
America among all morning newspapers in home- 
delivered circulation. The Times also leads its field 
in total Daily circulation. 


Source: Media Records for first three-quarters of 1951. 
This Week and American Weekly linage excluded. 


YORK. CHICAGO. DETROIT. ATLANTA AND SAN FRANCISCO 
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Breaking Down the Barriers of Privacy 
The general public release by Needham, Louis & Brorby last week 
operating figures for the 1951 fiscal year, including data on 
net profit and net worth, and the previous release of similar 


of its 
billings, 
data by the James ‘thomas Chirurg Co. mark a trend which we hope 
will continue 

The time was when such intimate financial details were considered 
purely private property in the case of any business—and they still 
afe in most cases except for those of corporate enterprises whose 
stock is 
fare are required to release sales and earnings and similar data. 

Not every agency executive, we are sure, will agree that the Need- 
ham, Louis & Brorby action is a good one, but most forward-minded 
business men will welcome it as another example of sensible public 
r@ations on the part of business. 

In the case of this particular agency—and of many others with 
wide distribution of stock ownership among their own employes— 
fifancial details of the agency's operation are known to a consider- 
Needham, Louis & Brorby some years 


listed on one or another of the exchanges, and which there- 


alle number of people anyhow 
ago decided, as we reported several weeks ago, to extend this know- 
ledge to every member of its staff, regardless of stock ownership, and 
n@w it has 
the public 


The details are probably of interest to a very small section of the 


gone one step farther and made the details available to 


at large 


general public, but their appearance on the financial pages of news- 
papers is, we believe, a worth while gesture on behalf of all business. 
Much of the criticism and suspicion of business is quite obviously 
due the feeling among people” that business is a 
“glosed corporation” in far more than a strictly legal or financial 


to “ordinary 
sense, and anything which can be done to demonstrate that all 
business, large and small, is conducted out in the open, with all em- 
ployes and even the general public allowed to view the problems 
and operations intimately, is all to the good. 

In addition, the manner in which public release of intimate finan- 
cial details on relatively small businesses are handled can do much to 
place the profit system back in proper focus with the public. If 
smaller businesses, privately owned, made a habit of releasing fi- 
nancial data, it is conceivable that profits might again be considered 
as a normal, necessary and useful end result of business, instead of 
being viewed witn And in this area, small business, 


suspicion we 


. Can do a far more potent job than big business 


A Problem of the Age Bracket 


“Can you tell me,” 


suspect 


queries an AA reader, “to what degree persons 


over 40 vears of age are being kept from merited employment in 
the agency field because of group insurance policies and pension 
plans?” 

We do not know the answer, but we do know of half a dozen 


instances in which advertising agencies have hesitated to hire older 


men on whose ability and capability they were completely sold, 


because of the problem posed by pension plans and group insurance 


plans 
We know of one instance in which an agency was forced, with 
the greatest reluctance, to pass up a man whose services they 


wanted badly, because the agency's pension setup would have re- 
juired the immediate deposit of a good many thousands of dollars 
on this man’s behalf, in order to bring him up to proper pension 
status 

This is a serious problem in many businesses, but it is particularly 
so in the advertising business because the general age level is low 
Certainly pension and group insurance plans should not be discarded, 
but there must be some way to set up such plans so that they do not 
prevent capable older men from getting employment 


“Oh, all right, Hilary 


I'll increase your commissions!” 


Adveriising Age, December 17, 


—Electrical Merchandising 


What They're Saying 


Job for Public Relations 

There seems to have been an up- 
surge of criticism leveled at ad- 
vertising recently. Management 
experts indicated that it fails to 
meet all needs of business as it 
should; others said that advertis- 
ing falls short of real effective- 
ness in selling power. Congress 
leveled shotgun blasts at direct 
mail, and took a left-handed swipe 
jat advertising by cutting off ad 
appropriations for armed forces 
| recruiting. 
| There is nothing new in such at- 
|tacks. Washington bureaucrats 


; have been sniping at advertising| 


for years. Law makers have ex- 
pressed before this the 
that people will buy goods or take 
desired actions without persuasion 
Those with hallucinations 
economic planning seem to think 
that buyers will hunt everywhere 
for that perfect mouse trap even 
if no one reveals that such a con- 
traption exists. We don’t think 
that these developments provide 
reason for much alarm. However, 
they suggest self-examination by 
everyone in advertising — and that 
can be a pretty healthy thing 

Advertising will always provide 
a challenge for everyone in the 
business. It is not an exact science 
but is an artful expression of sell- 
ing skills. Its justification is its 
capacity to influence people to buy 
With the tremendous 
growth in our nation’s productive 
capacities, there is greater need 
than ever for advertising to con- 
tinue developing effective- 
ness. Goods in volume never con- 
ceived before will have to be 
moved into consumers’ 
the future, and the most economi- 
cal force for doing that is adver- 
tising. 

Meanwhile, to avoid uninformed 
attacks, the business, as some au- 
thorities have pointed out, proba- 
bly needs sound public relations 
while it is developing that greater 
selling power. 


goods. 


sales 


Type Talks, public.tion of the 
Advertising Typographers Assn. of 
America 

Two-Way Understanding 
...It seems to me that the 


greatest contribution which anyone 
can make to American business to- 
day is to encourage a wider and 
more sympathetic public under- 


| fast and as well as we should. 


illusion | 


about | 


hands in| 


standing of it, especially among 
those gentlemen in Washington 
who control, to such a large extent, 
the economic forces which govern 
business operations. Conversely, 
however, I think it is equally nec- 
to foster among business 
men generally a broad and sym- 


essary 


pathetic understanding of the 
problems and responsibilities 
which our government officials 


face in the conscientious perform- 
ance of their duties. For one thing 
As long as business and 
government eve each other with 
suspicion and hostility, we will not 
improve our economic system as 


is sure: 


Benjamin F. Fairless, president, 


United States Steel Corp., in an ad- 
dress on receiving the annual Gold 
Medal of Merit award of the Alumni 
Society, Wharton School of Finance 
ind Commerce, University of Pennsyl- 
vania, Nov. 12 

What Makes a Star 


Salesman a Star? 

In our company we operate on 
the premise that star salesmen 
are developed, and are not just 
naturally born. 


We feel that a salesman will 
grow in proportion to his experi- | 
ence and conscious effort. 

Limited experience and limited | 
effort make for limited men; con-|} 


versely, broad experience and 
great effort make for star per- 
formers. 

This is why we place such! 
heavy emphasis on our continuous 
training program which is de- 
signed to widen the experience 


of our men and also to stimulate 

them into greater personal effort. 
—George H. Swatek, 
trial sales manager 


speaking at the 
Baltimore 


national indus- 
Scott Paper Co.. 
Advertising Club of 


For Idle Hands 
Eventually we will have to 
teach Braille to people who want 
to read while looking at televi- 
sion, because watching a program 
commands both the eyes and ears. 
Dr. Price Doyle, president, National 


Assn. of Schools of Music, at the 
NASM convention in Cincinnati 


Truth in Advertising 
If you don’t fully agree, your 
money will be unhappily returned 
within ten days. 
Last paragraph of a mail order ad- 


vertisement for Irving Levy Inc., tn 
the Nov. 12 issue of AA 


1951 


| Rough Proofs | 


“On New Year's Eve, when it's 
‘one for the road," suggests the 


Pan-Americar Coffee Bureau, 
|““make sure it’s coffee.” 
Better make it two 
© 
“Where but on TV.” asks an 
automobile advertising manager, 


“can you drive your car into the 
living rooms of the nation’” 

But where’s the medium that 
drives it into the nation’s garages? 
= 
Those Prudential newspaper ads 
which tell how to pay insurance 
premiums without the aid of the 
striking agents may give both the 


company and the _ policyholders 
ideas 
. 
TV families, reports American 


Research Bureau, have more radio 
sets than those without television 
And since they also receive more 
newspapers and magazines, 
very seldom go to bed. 

. 


they 


Gladys the beautiful reception- 
ist says she likes to watch Red 
Skelton on television, because he 
not only makes her laugh, but he 
makes himself laugh doing it 

- 

April and May the months 
to cull hens and sell roosters, re- 
ports the authoritative Wallaces’ 
Farmer. And so it must also be the 
period when a lot of beautiful 
friendships come to an untimely 
end 


are 


7 

“TV is still the toast of ad row,” 
reports the world’s greatest adver- 
tising journal, “but the price gets 
closer scrutiny.” 

When papa begins to frown at 
the department store bills, the 
honeymoon is nearly over 

= 

Since writers of murder myster- 
ies are selecting advertising agen- 
and television studios more 
frequently as their fictional back- 
grounds, it’s to be hoped they 
can continue to prove that crime 
doesn't pay 


cies 


° 
Canadian boosters don’t need to 
announce there’s an oil boom in 


Alberta, uranium in Saskatchewan 
and new heavy industry in Quebec. 
All they need do is to point out 
the way the Canadian doilar is 
climbing the international ex- 
change ladder. 
e 

Station WWL, widely heard in 

the “Gone with the Wind” coun- 


try, has coined a new word for 
ladies south of the Mason and 
Dixie line—Southern-hers. 

7 


Since Patrick Gorman of Philip 
Morris is joining Vick Chemical 
shortly, there may be developed a 
logical advertising connection be- 


tween cigaret cough and Vick’'s 
Vapo-Rub. 
« 
A furniture association execu- 


tive wonders out loud how much 
of an appropriation it takes to 
make a manufacturer a national 
advertiser, and there are plenty 
of retailers who would like the 
answer to that one, too. 
e 
Fortunately for all the adver- 
tisers who think their products 
would make perfect Christmas 
gifts, Santa Claus is going to have 
more stockings to fill this year 
than ever before in history 
Copy Cus. 
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IN PHILADELPHIA, . 
THE NATION’S 3rd MARKET, 
BUSINESS IS STILL 


aovA 


ae 


THIS NEW PHILADELPHIA ELECTRIC PLANT 
SUPPLIES ADDITIONAL POWER FOR INDUSTRY 


Southwark electric generating station, built at a cost of 
$45,000,000, is but part of a vast expansion program to 
meet rising demands for electric power in the Phila- 
delphia area. For growing Philadelphia industry, this is 
a valuable help in producing goods for all America! 


The growing needs OF booming 
Milladefplia industry are 
mer by is public ulntes. 
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TOTAL ADVERTISING JUMPS 
22 MILLION LINES IN 15 YEARS! 


Since present management took over THE INQUIRER 
in 1936, advertising linage has more than doubled... 
rising from 14,640,078 to 36,019,931 lines annually. 
Today, THE INQUIRER leads Philadelphia newspapers in 
every major advertising classification! 


(he laguirer, Philadefphias fist 
_ newspaper, Kegs ace 


Now in its 1&th \ with the areas expars/Or uf 
/ Consecutive Year of Total 


cris” he Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer 


7 7 
Sb Be 9 8S 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 + 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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. , . , Anybody h fraid of size? 
A lesson in economics with Jimmy ii caida aaa 


Like the 36,000 extra customers 
(in just one market—New York) for each brand 
advertised on the average TV program... 


You get more, dollar for dollar invested, than 
from any other medium — 


SHHSHSHSHHSHHSHSHSHSHSHHHSHSHSHSHSHSHSHSHSSHSHEHSHSHSHEHHHSHSHHSHSSSHHHSHSHSHSHEHEHSHSHSHHSHSHEHSHEHSHSHSESHOHSHSHESEHSSHOHSESHESEHSEOSESEOSHSHESEEEEEEE 


7 
he 
The results? That means people. the biggest stars... programs... 
We We got millions of ‘em. network — the biggest opportunity for the 


For 50,000,000 viewers — NBC alone offers biggest sales results. 
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Not if you’re thinking of profits . for television — now — is the most profitable 


advertising medium ever evolved. 


ee) ee) 


Like the 15.6 extra customers per month for each 
TV dollar invested in the average program 
(And it’s 19.5 for high-budgeted shows 

like Jimmy’s.) 


Like what really counts in successful 
advertising: results. 


a 


SeRNPE AL AM ELIE ERLE 0, These facts are based on the remarkable study, 
“Television Today.” If you haven't seen the 
booklet about Television’s impact on people and 
products, or if yours is worn out with use, 

write or call NBC-TV Sales — where you can 


also learn about NBC availabilities for selling. 


NBC . ig 
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Want to get into the act? There are still 

opportunities for selling on NBC by big The network where success is o habit 
advertisers — and by small advertisers who think 

and plan big, too. 
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Centennial Flouring 
Starts Promotion, 
Names Montgomery 


Dec. 12-—With the ap- 
of Richard G. Mont- 
Associates, Portland 


SEATTLE 
pointment 
zomery & 


Ore., to direct its advertising after 
Jan. 1,-Centennial Flouring Mills 
Co, will begin its first consistent 
use of newspaper advertising space 
Metropolitan and small-town 
dailies and weeklies in the Pacific 
Northwest and Alaska’ will be 
used 

All additional schedule commit- 
ments, including radio and televi- 
sion, consumer and trade maga- 
zines, outdoor and point of sale, 


will be continued for the remain- 
der of the milling vear which ends 
July, 1952 

An extensive campaign promot- 
ing feeds is planned as well! as ad- 
vertising of packaged flours. Ho- 
nig-Cooper Co. here has handled 
the account 

The Montgornery agency has al- 
so been named to launch a cam- 
paign for Misco Mills of Montana, 
a Centennial operation with feed 
mills in Bozeman, Missoula and 
Hamilton and distribution through 
the mountain states 
® For about five years the agency 
has handled the advertising of 
Crown Mills, Portland, another 
Centennial subsidiary. There is no 
change expected in the Crown 
Mills advertising schedule. Its ad 
budget for the past vear was ap- 
proximately $30,000. For this ac- 
count the agency originated a 
“ceook-of-the-month” campaign, 
featuring recipes and sketches of 
»@ Winning contestants 


The new appointment ties to- 
ge,her the advertising for the ex- 
tenued Centennial operation. Vic 
Collin is account executive in 
charge 
Caloric Stove to McKee 

Caloric Stove Corp., Philadel- 


phia, manufacturer of gas ranges, 
hag appointed McKee & Albright, 
Philadelphia, to handle its adver- 
tising. Nea] D. Ivey Co., Philadel- 
phia, previously had the account 


White Transferred to Dallas 


Laughlin-Wilson-Baxter & Per- 
sons, Houston agency, has trans- 
ferred John M. White, v-p., to its 


Dallas office 


We Take Care of the 
worst Production 


BUGABOO 


SILK SCREEN 
24-SHEET POSTERS 
P.O.P. DISPLAYS 
DECALCOMANIAS 
* 


*Finest Screen Process Printing 
Creative Art Facilities 
On-Time Delivery 
In Our Twentieth Year 


For complete information, call or write today 


SNIDERS" 


2636 St. Louls Street Now Orleans 19, Lewtsianc 
Representatives in many large cities 


* 


SEVERAL CHOICE TERRITORIES OPEN 


Colorado Prints Fact Book 


“Industrial Colorado, an An- 
alysis of Industrial Possibilities in 
Colorado,” is being sent to the na- 
tion’s industrial executives by the 
State of Colorado’s advertising 
and publicity department. The 36- 
page booklet also will be used as 
a reply to inquiries received from 
the state’s current national ad 
campaign 


Kroehler Names Williams 
Howard V. Williams, formerly 
manager of Kroehler Mfg 


sales 


Co.’s public seating division, Chi- 
cago, has been named sales mana- 
ger of the Kroehler case goods di- 
vision, with offices in Naperville, 
Ill. Harry W. Peterson, salesman 
for the company for the past 14 
years, has been named to succeed 
Mr. Williams 


New Collection System Bows 
H. K. Simon Co., New York 
publisher, has issued “The Peerless 
Collection System,” available at 
$9.95 each from the company at 
59 Park Ave., embracing six “mod- 


ern collection techniques” in se- 
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quence and “making slow-moving 
receivables more liquid—keeping 
them liquid—in a simple system 
that can be operated by any office 
employe.” The company claims 
there is no limit to the number 
of accounts it will service. 


Yale & Towne Names Conklin 
Yale & Towne Mfg. Co., Phila- 
delphia, manufacturer of scales 
and materials handling equipment, 
has appointed James H. W. Conk- 
lin, formerly with the sales de- 
partment of Pangborn Corp., Hag- 


erstown, Md., manufacturer of 
blast cleaning and dust control 
equipment, general sales manager 
of the Philadelphia division 


Boccard Joins Bonsib 

Victor C. Boceard, formerly as- 
sistant account executive of Grey 
Advertising Agency, New York, 
has joined Bill Bonsib Advertising 
Agency, Denver, as an account ex- 


ecutive. Mr. Boccard will handle 
general accounts and will be in 


charge of all national consumer ac- 
counts. 
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Liquid Carbonic Corp., Chicago, Emco Cement Products _iInc., Gordon E. Bass, head of the si ‘ee 
reports the largest net profit in its Shamokin, Pa., bondstone manu- advertising and sales promotion CHICAGO, Dec. 10—American 
history of $2,866,278 for the year facturer, has appointed Shephard committee, has been elected v.p. Broadcasting Co. and M&M Ltid., 
ended Sept. 30, compared with & Edwards, New York, to direct of Western Hotels Inc., Seattle. Newark confectioner and one of 
$2,417,629 for the previous fiscal its advertising. Aitkin-Kynett, He will continue as manager of the sponsors of the ABC-TV 


year. Net sales of $43,137,302 for Philadelphia, previously had the the Multnomah Hotel, Portland, “Super Circus” show, have won the 


a a ae with $36,001,- account. Ore. first round in their court fight 

‘94 Tor the previous year G —— Jantzen Net Sales Gain against Breaker Confections Inc., 
— ; iti Chicago. 

Stewart to Roy Madison Eben M. (Ben) Grundy, for- Jantzen Knitting Mills, Port- — 


' D P ~queste 

John H. Stewart has joined the merly with McCann-Erickson, land, Ore., has announced that its _ a and M&M - ad pape ted 
staff of Roy Madison Associates, New York, has been appointed an net sales for 1951 totaled $21,943,- @ Pretiminary Injunction fo res train 
Cincinnati public relations organi- account executive with Ray C. 086 as compared with $18,085,260 Breaker Confections from using 
zation Jenkins Advertising, Minneapolis. for 1950. a figure of a clown jumping 


wilt tor Thies cartoon? 


: The Winner will receive two 


. e * e 
nice, crisp, new $100 bills! 
HERE'S THE SITUATION: In the Los Angeles newspaper ficld there are five 
metropolitan newspapers. Two are morning papers, three evening papers. All 
of them are good newspapers, but. . . 
IN THE EVENING field we lead our closest competitor by more 
than 120,000 circulation daily . . . AND in the rich, responsive 
population-packed Los Angeles ABC City Zone, we're first among 
all newspapers in daily circulation. 
WHY IS THIS so important? Because the Los Angeles ABC City 
Zone is more than twice as large as the corporate City of Phila- 
delphia. It covers almost 500 square miles! 
WITHIN THIS vital area resides 2,587,974 or 58.6 per cent of 
metropolitan Los Angeles’ total population, avd within this area 
71.8 per cent of all retail sales are made! 
: IN OTHER WORDS, in Los Angeles the “heart-land” is the “mart-land” . . . and 
& it is in this MOST vital area that the Herald-Express concentrates MORE circula- 
oh tion than any other Los Angeles newspaper! 
r SO, ALL YOU DO is write a caption that WE PROMISE everyone submitting a cap- 
: re : will appropriately liken the Herald-Express’ tion a gift. And to the writer of the winning 
| situation to that depicted by the cartoon. caption, $200.00 cash! The winning cap- 
= ~« tion will be determined by a panel of out- 


SEND AS MANY captions as you like. Ad- 
‘ dress them to: Promotion Manager, Los An- 
geles Herald-Express, 1243 Trenton Street, 


standing, impartial judges, whose decision 
will, of course, be final. Captions must be 
received in Los Angeles no later than 5 p.m. 
Los Angeles, California. ° Saturday, January 19, 1952. 


Los Angeles’ Evening 


HERALD - EXPRESS 
Los Angeles’ BIG\_ Evewd_\. NEWS paper 


eney, Regan and Schmitt, Ine. 


Reporis Top Profits, Sales Emco Cement Names Agency Gordon Bass Elected V.P. Court Grants ABC Petition for Injunction 


through a hoop and the name 
“Super Circles” on a candy bar. 
Judge Walter J. LaBuy of federal 
district court here has granted the 
petition 

The network's case was not 
based on trademarks registered un- 
der the Lanham Act, but rather on 
the grounds that the Super Circles 
candy bar constituted unfair com- 
petition both to ABC, which owns 
the “Super Circus” show, and to 
M&M Litd., one of the program's 
sponsors 

The plaintiffs are requesting a 
permanent injunction and dam- 
ages for losses sustained as a re- 
sult of the alleged unfair competi- 
tion 


Agency Adds 3 Accounts 

Northwest Advertising Service, 
Portland, Ore., has been appointed 
to direct advertising by the fol- 
lowing: First National Bank of 
Portland (Mac Wilkins, Cole & 
Weber, Portland, had the account 
previously); Oregon Caterers Inc., 
and Burke-Hoyt Music Co., Port- 
land, which plans to add to its re- 
tail business by entering the 
wholesale distributing field on Jan. 
1. At the same time the agency 
announced the appointment of 
Maury Meriwether as account ex- 
ecutive 


Becknell Named Ad Manager 

John L. Becknell, formerly art 
director of Irwin Co., Bever 
Hills, Cal., has been appoint 
advertising manager of “Specialty 
Man” Inc., Los Angeles, autom@ 
tive accessories and service equip- 
ment producer 


Forms Consumer Panel 
Kellogg & Associates, San Frame 
cisco research organization, ha 
formed a western consumer pul. 
chase panel to study family put 
chasing habits on the Pacifie 
Coast. The company claims this 
is the first exclusively westerB 
consumer panel formed 


PANTAGRAPH 


READERS BOUGHT 
from Vy to V2 


. than the readers in four 


Illinois markets with over 50,000 
population. Don't let the magical 
50,000 population" limit stop 
you from reaching over 130,000 
consumers in the rich Panta- 


graph Market 


7th LARGEST 


RETAIL SALES MARKET 
IN ILLINOIS... . 


$130,849,800* 


Be Market-Wise... 
Buy Market Size! 


“Copyright 1950 Soles Management Survey 
of Buying Power; further reproduction not 
licensed. Chicago excluded in oll compori 
sons 


You're Market-Wise when 
We you advertise in... 


ni@a@rapla 


Represented by Gilmon, Nicoll & Ruthmen 
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Paidar to Futterman-Gerber 


Futterman-Gerber, Chicago, has 
been appointed to handle all ad- 
vertising for Emil J. Paidar Co., 
Chicago, manufacturer of beauty 
shop equipment. An extensive pro- 
gram af trade and direct mail is 


being planned. H. A. Hooker, Chi- 
account 


cago, previously had the 


Wocdward to Aitkin-Kynett 

Everett H. Woodward, a partner 
in Woodward & Co., Binghampton, 
N. Y., has joined the creative staff 
of Ajitkin-Kynett, Philadelphia. 
The Woodward agency continues 
under the senior partner, Herbert 
E. Woodward, Everett Woodward's 
father. 


lodge . . 


Elks in these 
trading areas. 


Wherever there is an Elks 
. you will find 

a productive trading area. 
Through the pages of 
THE ELKS MAGAZINE 
you can influence 
1,011,687 liberal-spending 


New York + Chicago * Detroit - Los Angeles 


COVERS THE RICH 


*800-MILLION 
AKRON MARKET! 


Akron’s ONLY daity and Sunday newspaper 
enjoys the unique distinction of covering one 
of the country’s largest and richest: markets. 


Sell every Beacon Journal reader and you 


sell the entire Akron Market. 


That's why we 


. “In Akron, ONE and ONE AL AONE can 
is an adequate selling job for you. 


cys Fete? Seis. | 


AKRON BEACON JOURNAL 


John S. Knight, Publisher — Story Brooks G Finley, Rep. 


N. Y. Sales Execs 
Underestimated ‘51 
Earnings of Staffs 


NEw YorkK, Dec 1—Salesmen 
ef most of the companies repre- 
sented in the Sales Executives Club 
of New York are earning more this 
year than their sales managers had 
anticipated, according to a poll 
by the club’s research committee. 

The survey showed that in 66% 
of the companies the salesman’s 
earnings have increased; in 8% of 
the companies earnings have fallen 
off; in 22% of the companies they 
have remained unchanged 

More than 200 executives were 
questioned in the survey, which 
also brought out the fact that 38% 
said their salesmen’s expense al- 
lowances have been increased, 
while 44% said allowances re- 
mained unchanged. A _ startling 
18% of the respondents said they 
didn’t Know whether the allow- 


ances were up, down or the same. ; 


@ Items on which the 38% of the 
companies have liberalized ex- 
penses include traveling, hotel 


costs, food and operating automo- 
biles. Increases average 10% 

Last winter, a cross-section of 
the club’s membership was asked 
whether expectations were that 
salesmen would earn more in 1951 
than in 1950. At that time, only 
20% of the executives believed 
their men would earn more, while 
66% thought earnings would be 
unchanged. 


|BAB Directors Approve 
Plan to Boost Promotion 


The board of directors of the 
Broadcast Advertising Bureau last 
week approved a plan calling for 
an immediate increase of national 
and local promotion activities and 
a review of finances for the fiscal 
year beginning April 1. William 
B. Ryan, BAB president, presented 
the plan. 

Details of the expanded opera- 
tion, which is expected to include 
more fact finding projects of the 
type done by Advertising Research 
Bureau Inc. and announced re- 
cently by BAB, will be revealed 
later 


Armour Issues Sales Aid 

Armour & Co., Chicago, has is- 
sued a 28-page booklet, “9 Easy 
Steps to a Successful Storewide 
Armour Sale,” which uses brief 
copy and many photographs to 
help salesmen present the store- 
wide sales idea to food retailers. 
The booklet illustrates the variety 
of special sales material the com- 
pany makes available to dealers, 
such as pre-sale announcement 
cards, price cards, meat cookery 
guides, paper caps and lapel rib- 
bons for store employes. 


WGN Cancels ‘Louis Quinn’ 


WGN, Chicago, has canceled 
“The Louis Quinn Show” on the 
grounds that remarks made by 
participants during interviews 
were in poor taste. For a time the 
interview portion of the program 
was recorded to enable the sta- 
tion to eliminate undesirable re- 
marks, but sponsors were unwil- 
ling to agree to continue on a re- 
corded basis 


‘Crosley Tries Color TV 


Crosley Broadcasting Co., Cin- 
cinnati, has announced it will 
participate in tests of a new color 
television system developed by the 
National Television System Com- 
mittee. Crosley officials reported 
they have set no time to start the 
transmission tests of the compati- 
ble system. Black and white pic- 
tures of the color television pro- 
grams of the system can be re- 
ceived on present sets. 


A. D. Adams Gets Account 

A. D. Adams Advertising, New 
York, has been appointed to direct 
advertising for Victor Electric 
Wire & Cable Corp., Clifton, N. J., 
manufacturer of radio and electric 
wire products. Plans for a trade 
paper program are under way. 
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Getting Personal | 


Cincinnati admen will find a familiar face at ad functions when 
1952 arrives. Jerry Halloran, ad manager of the Hudepoh! Brewing 
Co., who has been on leave as a public information specialist on the 
staff of the commander of the Navy’s Middle East Force, wil! return 
home and doff the uniform next month...Edward C. Finch, as- 
sistant to Henry R. Luce of Time Inc., and Ruth Ear! Woodward of 
New Canaan, Conn., now are Mr. & Mrs. Finch. 

Glenn E. Borton, son of Advertising Federation of America’s 
prexy, Elon Borton, has married Nancy Curling of Syracuse, N. Y 
Glenn is a sales engineer with the Chicago Pneumatic Tool Co. of 
Philadelphia. ..Wedding bells also have rung for Eugene W. Moss 
of the WOR promotion and advertising department and Jacqueline 
Eisenberg, staff member at Lester Harrison Inc., New York agen- 


ee 
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TWENTY-FIVE CLUB—Ruthrauff & Ryan's 25-Year Club held o buffet dinner at the 

Cloud Club honoring the 25th and 26th members, Thelma Ashby and Elizabeth 

Seftner. Shown here ore Frederick B. Ryan Sr. preparing to cut the cake, flanked 

by Bourne Ruthrouff on one side ond F. B. Ryan Jr. and Cal McCorthy Sr. on the 
other. 


A 


Friends of William Stannard are glad to see him back in his of- 
fice at Erwin, Wasey of Canada, Montreal. He was injured ser- 
iously in an auto accident early in October...AA’s editor, Sid 
Bernstein, who parted with his appendix a few weeks ago, re- 
covered so quickly that some of his friends hardly had time to sym- 
pathize. .. 


L. L. Zimmerman, account executive at WQAM,> Miami, has 
been made a state director of the Fourth (Florida) District, AFA. 
by the Advertising Club of Greater Miami..-.Charles T. Foo, with 
True Story Women’s Group’s ad promotion department when he was 
recalled to active duty in June, 1951, and assigned public infor- 
mation officer to the Military Assistance Advisory Group, For- 
mosa, has been awarded a Bronze Star Medal. The citation is “for 
exemplary conduct in ground combat...while assigned as captain 
Chinese Combat Command, on or about June 20, 1945, in the China 
Theater of operation.” . 


NEW MEMBER—Irving |. Sch 


htel (right), president of Sonot Corp., New York 
is initiated into the Ten Gallon Club by Frank Gower, southwestern division mon 
ager, at a sales meeting in Dallas 


Levon Thomas, general manager of WNAB, Bridgeport, Conn 
just home from an eight-week stay in Florida, brought with him 
one-half of the peninsula state’s bridge championship for mixed 
pairs. He was teamed with a Coral Gables resident in the 7th an- 
nual Florida state championships in Palm Beach 

Jim Burton, who is in the New York office of Hutchins 
tising Co., is engaged to Mary Weimar, a New York girl 

Robert E. Potter Jr., a.e. of Buchanan & Co., and Jacqueline 
Barnes of the merchandising department of Von Lengerke & 
Antoine, Chicago store, have been Mr. and Mrs. Potter since a 
ceremony at the bride’s home in Barrington Nov. 23.. 

Agency president Franklin Bruck has been reelected public rela- 
tions chairman of the Joint Defense Appeal, fund raising arm of the 
American Jewish Committee and the Anti-Defamation League. 
John Monteith Gates, v.p. and director of design for Steuben Glass 
has been elected a fellow of the Royal Society of Arts 


Adver- 
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Bray Motors, Redwood City, Calif. 


_ because LIFE is here... ... and here! 


LIFE The most powerful and complete selling force in America 
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In an official poll of the professional 
writers of America, the editor of Modern 
Romances, Miss Hazel Berge, has been 


named Editor of the Year. 


This dramatic announcement was made 
in the December issue of Writer's Digest, 
leading publication of its kind, after 60 of 
America’s top magazine editors were nom- 
inated and voted upon by the writers. 

We're happy to agree with their choice. 
Miss Berge’s keen judgment has filled the 
pages of Modern Romances with stories 
of timeliness and inspiration, plus articles 
of lasting service. She has made Modern 
Romances the recognized quality leader 


in its field. 


This editorial know-how is the reason 
why Modern Romances gets an intense 
cover-to-cover readership that is second 
to no other magazine. It is also the reason 
why its 3,500,000 readers constitute Amer- 


ica’s Youngest Married Woman Audience. 


It is why Modern Romances, in the past 
10 years, has increased its demand circu- 
lation by 112%, and why new readers are 
being added right now. For the first 9 
months of 1951, Modern Romances’ circu- 
lation is up 15°. 

We thank the writers of America. We 
salute Miss Hazel Berge. And we con- 
gratulate ourselves on her association with 


us for the past ten years. 


dell publishing co., inc. 


261 FIFTH AVENUE, NEW YORK 16, N. Y. 


lc Oe ee a be iit ee ea ae e oS i a) Pe ~ a a eae i 2 CO NES SB i, eae 8 
ae mer ale ea 7 A et “a ze <n “ e. Meh! Iga = = ese # a a . ae hes ae ; ee eau fC BS a 7 Se a a a a a on 
eee g eee fe 3 Be ms eee st 
a ps ES 
a Be 29 
Eres ~ Pai 
oa, s 
ee he, 
= or %. 
ae 
“a a 
i : _ 
=. 
; " ¥ 
oe : Ra: 
: ots 
: ; ‘ier 
1 de 
P ays 
he 
ease b ae 
os Sing 
aa sie 
- 4 -) 
- ome 
E i s 4 Na 
ie iy i Be 
- Q ie 
oe | * 
7 heres \ SA a 
ae i \ en oe - F | te 
oe iS os an 
: /A\ ho \~ Se 
>». ( 74 ore 
a: a - toy 
4 = ~ al 
% o a f ~ a > 
: (44 3: me 
ERE il an ; 
An ee 607) ae, 

an en 4 4 ry} ee’ 
oe 
he me 
oe ae ee 
7 a i 
ar ite 
f ‘oe. x 
* oe 
es) ~d ok 
hee ' eg » 
- ' ee 

: iS ., 
: i i 

' hier 
te _ , 
x ~ ee 
Ae — 
as a ; ear 
Ms ig > 
a -_ 
a P 
; st 
ve 4 
ee oo 
: .. 
: “¥ 

’ Ba. 
4 ae 
bee 
+e 
ei Tea 
ey fs 
eo a 
f = BR 
ee ae 
7 - ar 
: ‘ J ue 
i Pe ie 
Sie : 1 
a ~~; 
0 ; at te 
i = 
17 ee 
; / eC Je 
¥ x? 
s ae 

: Be 
a a 
A ; 2 > 
: i "ae 

* } ‘il 
3 ! ee 
4 Ya 
i a ioe 
+ sr 

| aes 
Se 
2 | <a MD: 
4 
a 4 
=e =e 
J oo 
= = 
ag SS Ae ae 
> oi al . Pint ‘pak 


Year After Year, as Far Back as the Records Go, 
National Food Manufacturers and Retail Grocers 


Allocate the Great Preponderance of Their 


Grocery Advertising to Chicago's 


HOME NEWSPAPER 


THE 


INTHE FIRST 10 MONTHS OF 1951 THE NEWS 


CONTINUED ITS DOMINANT 


ADVERTISING 
with 


3,150,491 LINES 


THIS WAS 


43.3% 


OF ALL FOOD 
ADVERTISING 
APPEARING IN 
CHICAGO DAILY 
NEWSPAPERS 


Advertising Age, December 17, 1951 


Industrial Advertisers Pick an Agency and 
Keep It, ‘Industrial Marketing’ Reports 


Cuicaco, Dec. 11—-More than 
44% of the 216 companies respond- 
ing in Industrial Marketing’s na- 
tionwide survey of industrial ad- 
vertisers have been with the same 
agency for ten years or more, ac- 
cording to the second of a two- 
article study in the publication's 
December issue (a review of first 
part appeared in AA on Nov. 19). 

Equally revealing in IM’s study 
is the fact that expenditures by the 
“average industrial account” reach 
“an almost unbelievable $264,531 
annually. The median expenditure 
figure was substantially lower, at 
$150,000, although still high enough 
to command a good, heaithy re- 
spect from agencies, publishers, 
suppliers, etc.,” the article states. 

The study also points to a “grow- 
ing realization of the importance 
of industrial advertising by top 
management, for more than 63% 
of the 216 ad managers report to 
and work under v.p.s or presi- 
dents.” 


® IM’s tabulation of the number 
of years industrial accounts have 
spent with the same agency shows 
the following: 


in the study. And 27 advertisers 
(12.5% ) reported appropriations of 
$500,000 or more. Ten companies 
(4.6%) were in the $1,000,000 to 
$3,000,000 bracket.” 

The study shows that only 46 
of the respondents, or 21.3%, spent 
less than $100,000 annually for in- 
dustrial advertising 


Taylor Elects R. E. Olson 


Raymond E. Olson, formerly 
general sales manager, has been 
elected president of Taylor In- 
strument Companies, Rochester, 
N. Y. Frank S. Ward, formerly in- 
dustrial sales manager, has been 
named to succeed Mr. Olson. Mr. 
Ward is succeeded by Albert J. 
Fleig, formerly division sales man- 
ager in charge of chemical and 
petroleum sales. George E. Heller, 
with Taylor since 1935, has been 
named manager of a new indus- 
trial sales division handling prod- 
ucts for the chemical industry 
Richard N. Pond, formerly in the 
application engineering depart- 
ment, has been named divisional 
sales manager handling industrial 
instrumentation for the petroleun 
industry. 


Struthers to Fleetlines 


Year No = Alex Struthers has resigned as 
ae v.p. of Lockwood-Shackelford, Los 

, WW 5.1, Angeles, to step into the post of 
2 28 13.0| general sales manager for Fleet- 
3 13 6.0 lines Inc., Las Vegas, Nev., truck- 
4 13 6.0) ing concern, effective Dec. 1. Mr 
5 14 65| Struthers, account executive on 
6 a $1 | the Fleetlines account for three 
; Rs ag) Years, states that the account will 
® 4 19 remain with Hixson & Jorgensen, 
10-14 34 15.7, following the recently announced 
15-19 22 10.2) merger of Lockwood-Shackelford 


23 10.6) with Hixson & Jorgensen (AA, 
i 5.1) Nov. 26) 
5 6 28 
No agency 4 19 . 
Total 216 iwo.e0 Weightman Named by Two 


The average account is 10.2 
vears old; the median is eight years 
old 


@ On the subject of expenditures, 
Industrial Marketing declares that 
“Industrial advertising is rapidly 
approaching the big-business stage, 
as indicated by the surprisingly 
high annual budget figures of an 
average $264,531 and a median 
$150,000. 

“Appropriations ranged from a 
feeble $5,000 to a whopping $3,- 
600,000. In the quarter-of-a-mil- 
lion-dollar-or-more classification 
were 71 advertisers, accounting for 
22.9% of the companies taking part 


Weightman Inc., Philadelphia, 
has been appointed to direct ad- 
vertising and public relations for 
Seaboard Container Corp., Bristol, 
Pa., manufacturer of corrugated 
cartons and boxes, and for Giu- 
seppi’s Frozen Pizza Pie, Philadel- 
phia. Newspapers, television, spot 
radio and car cards will be used 
for the last account 


Ad dressing 
TOP QUALITY 

UNLIMITED QUANTITY 

*® FAST SERVICE © EXPERT TYPISTS 
© REASONABLE RATES 


M. VICTOR Sterling 9-8003 


130 Flatbush Ave., Brooklyn 17, N.Y 


AMERICA’S 


aE AWE ENGRAVER 


TOTAL GROCERY ADVERTISING’ PLACED IN CHICAGO DAILY 
NEWSPAPERS DURING THE FIRST 10 MONTHS OF 195! 


RETAIL GENERAL TOTAL* 
Newspoper Lines Per Lines Per Lines Per 
cent cent cent 
Daily News (Eve.) 1,760,430 48.6 1,390,061 38.1 3,150,491 43.3 
Her.-American (Eve.) 1,083,241 29.9 730,526 20.0 1,813,767 25.0 


Tribune (Morn.) 508,574 14.1 1,781,497 24.5 


’ Sun-Times (Morn.) __ 268,310 74 255,628 7.0 523,938 7.2 
TOTAL 3,620,555 100.0 3,649,138 10C.0 7,269,693 100.0 
: *Liquor linage omitted Source: Media Records, Inc. 


ff peed ; 
ENGRAVINGS 


CHICAGO DAILY NEWS J 


JOHN S. KNIGHT, Publisher EXCLUSIVELY 
DAILY NEWS PLAZA: CHICAGO dene 


% 


NEW YORK OFFICE: 
9 Rockefeller Plaza 


DETROIT OFFICE 


MIAMI BEACH OFFICE SAN FRANCISCO OFFICE: LOS ANGELES OFFICE 
Free Press Building to 


Hal Winter Co Story, Brooks & Finley, Inc. Story, Brooks & Finley, Inc. 
9049 Emerson Ave 607 Market Street 1651 Cosmo Street 


REVERE PHOTO ENGRAVING CO. 
712 FEDERAL STREET, CHICAGO 5S, ILL. WA 2-8816-7-8 
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“The best things in life are free.” 
Tf, in the same swift breath, you are talking 
about Prestige and Practical Builder, you are 
correct in your canny comparison. For the top-tier 
reputation that has made Practical builder the Blue Book of the 


light construction industry actually costs you nothing. Yet its prestige-power 


is beyond price. You get full value for your advertising dollar, but you get 


That's right, sir...when you're in PB you're in! 


Affiliated with 6 Building lndustry Magazines com prising the largest, moat dist 


inguished 
publications in the building industry. Building Supply News, Building Material Merchant, 
Ceramic Industry, Ceramic Data Book, Bridk and Clay Record, Modern Brick Builder 
Send Jor our 64-page book THERE'S MONE Y IN REMODELING... 

} 


free to any manufacturer who asks for it on bia letterhead 


@imovsten eueuca 


... Of the light 


construction industry 


something more: the assurance that everybody in the book is Upper Register. 
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“There goes Henderson following thi 


line of least resistance again.” 


; 
a ran . cE TA TTT . 
-— HAT IS A MANUFACTURER to 
a , ; 
a do in these changing times? During the last 
-§ : = . 
_§ ten vears selling conditions have ranged trom 
- “ c 

one extreme to the other. (And—don’t look 

now —but here comes 1952!) 

What to do? Well, one thing a manutacturer 
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ORKER. 


‘ the 


Changing ‘Times 


can do is to adopt a sound and stable policy 
of top-level selling. He can stop following the 
line of least resistance. He can abandon catch- 
as-catch-can methods. He can build a foundation 
of leadership sales which will benefit him in 


good times or poor. 


How? By training sales statts to screen pros- 
pect lists more carefully, with an eye to con- 
centrating sales efforts where they are most likely 
to pay off in both sales and influence. ‘Today’s 
market is a selective market. This is no time 


tor hit-or-miss selling. 


Successtul manufacturers know this. While they 
are always out to make all the sales they can, 
they are also continually building up the quality 
of their sales. They know that the top market 
is more stable, buys more frequently, fluctuates 
less trom season to season. And they realize, 
too, that this top market is a strong influence 


which makes the rest of the market easier to sell. 


That is why so many successful manufacturers 


of quality goods use The New Yorker magazine 
to help their salesmen and their dealers to sell 
their best prospects and to keep their best 


customers firmly sold. 


As one executive of a large and famous manu- 
facturing company wrote us: “Selective mar- 
keting has long been a principle with us. We 
believe that the families who make up the read- 
ership of The New Yorker magazine are the 
kind of tamilies whose ownership and opinion 
of our product constitute one of our most valu- 
able assets.” That’s The New Yorker story in 
. 


a nutshell. 


All over America—in the most prosperous 
buying districts of the big cities, in the better 
suburbs, and in the thousands of less populated 
communities from Maine to California, The 
New Yorker magazine reaches directly to the 


top of the most profitable buying markets. 


Every manufacturer can use all the sales and all 


the influence of these top families that he can get. 


cadership Market 
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26 
G. W. Miller Named Ad Head 


George W. Miller, formerly an 
account executive for Neal D. Ivey 
Co., Philadelphia agency, handling 
the Caloric Stove account, has 
been appointed advertising direc- 
tor of Caloric Stove Corp., Phila- 
delphia, gas range manufacturer. 


Axelson Mtg. Co. to Juneau 

Axelson Mfg. Co., Los Angeles, 
manufacturer of lathes and oil 
field products and aircraft parts, 
has appointed C. B. Juneau Inc., 
Los Angeles, to handle its adver- 
tising. Heintz & Co., Los Angeles, 
had the account previously. 


HOME 
FURNISHINGS 


... the only “how to” 
business magazine 
devoted solely to 
helping retailers move 
more home furnishings. 


Specialized TRADE PUBLICATIONS 


1170 Broadway, N.Y.1, + 


MU 3-8700 


MO mes 


Advertising Age, December 17, 1951 


‘Lupton Hopes to Run Against Sen. Benton 


New York, Dec. 10—John Mather 
Lupton, president and treasurer 
of the advertising agency bearing 
his name here, simultaneously an- 
nounced at a press conference last 
week his candi- 
dacy for the Re- 
publican nomi- 
nation for U. S. 
senator from 
Connecticut, and 
the formation of 
a new confiden- 
tial market re- 
search organiza- 
tion for Lupton 
clients and other 
capital goods 
companies. 

Mr. Lupton, a resident of West- 
on, Conn., made it clear that he 
is seeking the senatorial nomina- 
tion to help bring about govern- 
ment reorganization and elimina- 
tion of waste. He also made it 
clear he is out to get the scalp of 
| Sen. William Benton (D., Conn.), 


John M. Lupton 


a former advertising man and co- 
founder of Benton & Bowles. 


8 “Sen. Benton,” Mr. Lupton de- 
clared, “is a millionaire who was 
given his great opportunity for suc- 
cess by the American free enter- 
prise system, and yet he has chos- 
en to spend the greater part of 
his time since he made his fortune 
working hard for the present ad- 
ministration in Washington which 
has done more to destroy free en- 
terprise than any other adminis- 
tration in our history.” 

Mr. Lupton, who will reach the 
statutory age of 35 next March, 
was reared on Long Island, and is 


a lineal descendant of Cotton 
Mather, 17th century New Eng- 
land clergyman active in the 


witchcraft trials of the period. 
After attending the University 
of Minnesota, Mr. Lupton entered 
the printing business and later 
became advertising manager of 
two industrial companies. In 1944, 


in newspapers .. . with Reilly Plastictypes 


You'll sell the sparkling gleam of teeth brushed 


sweet and clean 


when your product is toothpaste 


. your newspaper plates, Reilly Plastictypes.® 
> Yes, whatever the merchandise, you'll do it 
full newspaper justice with a Reilly reproduction. 
You'll give it sharp outlines, detailed definition, 


sparkling clarity 


—in short, everything that serves 


your selling purpose best. 
> What makes a Reilly Plastictype better? Exclu- 
sive Vinylite molding for greater tonal value... 


for 


Creators of Better Plates 


unique Reilly Duramatrix for full depth retention. 
Routing depth guaranteed at 55 thousandths of 


an inch... 


the greater experience and skill of 


teams of Reilly specialists on every step in pro- 


duction. 


& Who says Reilly Plastictypes are better? Over 
350 national newspaper advertisers who use over 
one million of them a year, and your experience- 
seasoned Reilly representative. Ask to see the proof 
in his tearsheets or use the handy coupon below. * 


REILLY PLASTICTYPES 


Better Printing 


| 905 EAST 45th STREET, NEW YoRK 17. .N. Y._ 
(MUrray Hill 6-6350 


Reilly Electrotype Co., 305 E. 45th St., New York 17, N.Y. 


Show me why your Plastictypes will give me 
better reproduction in newspapers. 


| 
aa i2 


$ | 


he started his own agency with 
less than $500 capital and no cli- 
ents. 

Billings of John Mather Lup- 
ton Co. this year, he said, will 
approximate $1,000,000. He said 
he expects the agency will exceed 
that sum before the end of 1952. 


@ The new research organization, 
known as Public Attitudes Corp., 
Mr. Lupton said, will handle mar- 
ket research for the agency’s cli- 
ents and also field surveys and 
confidential reports of other cap- 
ital goods companies. Work will 
be handled on a specific fee basis, 
he said. 

In the event he receives the 
nomination and is elected to the 
senate, he said, arrangements will 
be made to carry on the agency, 
but he has nec intention of selling 
out or retiring from the advertis- 
ing business. 

Mr. Lupton has never run for 
elective office before, but he has 
been active in the Republican 
party in Connecticut for a number 
of years, and is a former presi- 
dent of the Young Republicans 
Club of Westport. 


Drug Chain Starts Push 

Savemore Drug Stores, Denver, 
has purchased the largest strip of 
radio time ever made by a local 
sponsor, according to Denver radio 
executives, as part of its promo- 
tion. The company has Monday 
to Friday shows of 15 minutes on 
KOA, 30 minutes on KLZ and one 
hour on KTLN. Savemore Drug 
Stores is a group of 11 independent 
stores which buy and advertise 
cooperatively. Waldman-Flescher 
Associates, Denver, is directing 
the promotion. 


French to Lennen & Mitchell 

R. T. French Co., maker of 
French's mustard, Colman’s mus- 
tard and other food products, has 
appointed Lennen & Mitchell, New 
York, for new product develop- 
ment. The agency is now testing 
an unnamed product which it ex- 
pects to introduce next spring. The 
rest of the French account remains 
with J. Walter Thompson Co., New 
York, and Richard A. Foley Ad- 
vertising, Philadelphia. 


Fleet of America Boosts 2 
Fleet of America Inc., Buffalo 
manufacturer of aluminum win- 


dows for homes, has promoted 
Gerald W. Coleman, Buffalo dis- 
trict sales manager, to the new 
position of eastern district sales 
manager, and Robert M. James 
Jr., sales representative and as- 


sistant Buffalo district sales man- 
ager, to Buffalo district sales man- 
ager 


Lapham to Whiting Milk 


Walter A. Lapham has been ap- 


pointed general sales and adver- 
tising manager of Whiting Milk 
Co., Charlestown, Mass. He suc- 


ceeds Charles E. Herlihy, who has 
been promoted to executive assist- 
ant to the president. 


Cohen Leaving Lit Bros. 

Samuel J. Cohen, sales manager 
of Lit Bros., Philadelphia depart- 
ment store, has resigned, effective 
Feb. 1. Future plans have not been 
announced. 


how to sell the 


commercial artist 


TELL him 
AMERICAN ARTIST magazine reaches more 
thon 250,000 readers—a $40,000,000 class 
market—every month 

AMERICAN ARTIST has been o favorite with 
commercial artists for 14 yeors 

AMERICAN ARTIST has the largest! art moga 
zine corculation 


in this best-selling ort magazine 


artist 


345 Hudson St..N.Y. * WA4-S195 
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100 % 
INCREASE 


The sales volume of many companies moved ahead 
considerably from 1940 to 1950. Gains of 40°, 50%, 
100% and higher were not uncommon. But some of us 
may have been lulled into a feeling of complacency by 
such figures. Our appraisal of real progress must take 
two very important factors into consideration: 


1. Dollar figures are not comparable, because 
inflation alone pushed most sales figures ahead 
70% or more. 

2. Discounting inflation, all industry expanded 
tremendously in the forties. Many companies 
which feel they made progress may actually 
have lost ground . . . and may be slipping com- 
petitively still further today. 


Let’s take a look at some of the things that happened 
in the last ten years: 
Population soared from 131,700,000 to over 
150,000,000. A market 1'/2 times the size of 
Canada was added to our economy. 


The gross national product climbed from 
$101.4 billion to $284 billion! 


How much real progress 
did your company make in the forties? 


Spending for capital equipment was $6.5 
billion in 1940... and $18.1 billion in 1950. 


Housing (unit starts) doubled—from 700,000 
to 1,400,000. 


Income after taxes rose from $75.7 billion to 
$200 billion. 


Sales of iron and steel products tripled—from 
$7.7 billion to $25.5 billion. 


Machinery sales increased from $4.7 billion 
to $16.9 billion. 


Examples like these are endless... but these few are 
enough to make it easy to see how industry generally 
expanded 64% in physical volume in the past ten years. 
That’s discounting inflation, too. The metalworking 
industry did even better than that. . . physical volume 
increased 100%. 


But that’s all history . . . nothing can be done about the 


forties now. 


4% 


The important point to consider in today’s planning 
is that executives, bankers and economists both in 
industry and government foresee a growth and expansion 
in the next decade comparable to that of the past ten years. 


Whether or not we kept pace with the forties, the next 
ten years offer a challenge and an opportunity. The 
tremendously expanded markets of 1960 will belong 
to the companies that are planning for them and 
working toward them now. 


™ PENTON Suan 


PENTON BUILDING e CLEVELAND 13, OHIO 
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THATS RIGHT! LETS 
GET A COMPARISON 
OF NEWSSTAND AND 
SUBSCRIPTION SALES FOR 
ALL THE TOP MAGAZINES! | 


MACFADDEN PUBLICATIONS, INC. + 205 EAST 42nd STREET +» NEW YORK 17 
OFFICES: CHICAGO BOSTON SAN FRANCISCO 
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THE NEWSSTAND 
FIGURES MAKE A 
S| GREAT STORY FOR THE 


FAN AND ROMANCE Total Circulation 


4 MAGAZINES! , 


Millions 


_- i -fie-------------- 50— 


WOMEN’S FAN AND 
SERVICE WEEKLY ROMANCE SHELTER 
MAGAZINES Him MAGAZINES GROUPS MAGAZINES 


Jed quorter ABC Reports used : ; a. 
where available — otherwise : ‘ ‘ 
’ June 1951 ABC Statement j 
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Newsstand 


| cena 2.5 =e @ @ @  & ‘ P 
WOMEN’S FAN AND 
j SERVICE ROMANCE SHELTER 
MAGAZINES GROUPS MAGAZINES 
Jed quarter ABC Reports used 7 . a 7 


§ where available — otherwise 
June 1951 ABC Stetement. 
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Ideal Women’s Group . 


AND IT GETS 
EVEN BETTER WHEN YOU 
LOOK AT THE INDIVIDUAL 
AUDIENCE FIGURES 


Total Circulation 


_ True Story Women’s Group 
~ Life 
Ladies’ Home Journal 


“Woman's Home Companion 


McCall's 


Saturday Evening Post 
_ Better Homes & Gardens 
~ Look 


> Collier's 


Good Housekeeping * 
Dell Moderi Group 


- Fawcett Women’s Group” 
American Home” 


Hillman Women’s Group” 
| | 
House Beautiful © 


House & Garden” | 


c | | . 
MILLIONS .6 1.2 18 2.4 3.0 3.6 4.2 48 5.4 
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True Story Women’s Group 
Life 

Ladies’ Home Journal 
Woman’s Home Companion 
McCall’s 

Saturday Evening Post 
Better Homes & Gardens 
Look ef 
Collier's 

Good Housekeeping 

Dell Modern Group 
Fawcett Women’s Group’ 


American Home | : : 
Ideal Women’s Group | , 
Hillman Women’s Group” l | 

House Beautiful ” 7 : 
House & Garden| | 7 
MILLIONS ‘ | 12 18 24 


Newsstand 


“3rd quarter figures not available 
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Total Circulation 


True Story 
Women’s Group 


Dell Fawcett* 
Modern Women’s 
Group Group 


*3rd Quarter Figures Not Available 


Ideal 
Women's 
Group Hillman * 
Women’s 


Group 
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Total Advertising Revenue 


FIRST 9 MONTHS 1951 


Source: P. 1. B. Reports 


True Story 
Women’s Group 


$2,199,000 
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FOOD AND BEVERAGES 
American Bakers Association 
imerican Bakers Ass'n. 
American Home Products Corp 
Clapp's Baby Foods 
Duffs Mixes 
American Meat Institute 
American Popcorn Co 
Jolly Time Bop Corn 
Armour & Company 
Beatrice Foods Company 
Beatrice Food Co., Foods 
Borden Co., The 
Borden's Dairy Products 
Borden's Foods 
1 ady Borden lee Cream 
| agle Brand Sweetened 
Condensed Milk 
alitornia Packing Corp 
Del Monte Canned Fruits & a € 
Del Monte Canned Vegetab 
alvfornia Prune & Apricot 
Growers Ass'n 
Sunsueet Fruits 
al:fornia Walnut Growers Ass'n 
Diamond Walnuts 
arnation Company 
Carnation Evaporated Milk 
ling Peach Advisory Board 
Cling Peach Advisory Board 
orn Products Refining Company 
Aare Syrup 
Mazola Salad Oil 
ream of Wheat Corp 
Cream of Wheat Cereal 
Crescent Mfg. Co 
Mapleine 
French Sardine —o., Inc 
Star-Kist Tuna 
General Foods Corp 
Swansdoun Instant Cake Mix 
General Mills, Inc 
Betty Crocker Cake Mix 
Gerber Products Co 
Gerber Baby bloods 
Gerber's Meats 
Grocery Store Products Co 
Kitchen Bouquet Gravy Sauce 
Aitchen Bouquet & Cream of Rice 
Hansen's Chre., Labs 
Junket Rennet Desserts 
Hawatian Pineapple Co., Led. 
Dole Pineapple & Juice 
Heinz, H. Jr., Co 
Hemz Baby Food 
Heinz Baked Beans 
Heinz Soups 
Kahn's, E., Sons Co 
Kahn's Smoked Meats 
Kellogg Co. 
Kellogg's Cereals 
Kellogg's Shredded W heat 
Kraft Foods Co 
Miracle Whip 
Parkay 
Lea & Perrins, Inc 
lea & Perrins Sauce 
Libby, McNeill & Libby 
Libby's Baby Foods 
Libby's Baby Foods—Contest 
Libby's Baby Vegetables 
1 thby's Canned Fruits & Juice 
Libby's Canned Vegetables 
National Biscuit Co 
Nabisco Cookies 
Ritz Crackers 
Shredded W heat 
Perkins Products Co 
Kool-Aid Powder 
Quaker Oats Company 
tunt Jemima Pancake Flour 
Quaker Oats & Mother's Oats 
Ken-L-Ration 
Reddi-wip, Inc. 
Seven-Up Co. 
Up 
Stokely-Van Camp, Inc. 
Siokely's Canned Vegetables 
Stokely's Finest Fruits 
Stokely's Tomato Juice & Catsup 
sun-Maid Raisin Growers of Calif. 
Sun-Maid Raisins 
Sunshine Biscuits, Inc 
Cheez-lt Crackers 
Hydrox 
Sunshine Graham Crackers 
Switt & Company 
Swift'ning Shortening 
Swift's Meats for Babies 
Swift's Premium Chicken 
Westgate-Sun Harbor Co. 
Brest-O' Chicken 
Wine Advisory Board 
Wine Advisory Board 


TOILETRIES AND TOILET GOODS 
American Home Products Corp 
Hopper Clay Pack 
Hopper Homogentzed Lace Cream 
Neet Cream Hair Remover 
Armour & Co 
Dial Deodorant Soap 


~ 


~ 


Artra Cosmetics, Inc. 
Imra 
Associated Products, Inc. 
5-Day Deodorant Pads 
Ballco Products Co 
Block Drug Co. Inc 
Minipoo 
Bourjois, Inc. 
Bourjois Perfumes 
Breck, John H., Inc. 
Breck Shampoos 
Bristol-Myers Co. 
Ipana Toothpaste 
Mam Deodorant 
Trushay Hand Lotion 
Buder Bros 
Butler Bros. Toiletries 
Bymart, Inc. 
lintair 
Campana Corp. 
Campana Italian Balm 
Solitaire Make-Up & Lipstict 
arter Products, Inc 
trrid Cream Deodorant 
Nair Depilatory 
chap Stick Co. 
Sofatr 
leopatra Labs 
Quick Hair Remover 
olgate-Palmolive-Peet Co 
Cashmere Bouquet Cosmetics 
Cashmere Bouquet Lipstick 
Cashmere Bouquet Lotion 
Cashmere Bouquet Powder 
Cashmere Bouquet Soap 
Colgate Dental Cream 
Colgate Tooth Powder 
Halo Shampoo 
Palmolive Toilet Soap 
lark-Cleveland, Inc 
Fasteeth Denture Adhesive 
reme Bon Cois 
urtis, Helene, Industries, Inc. 
Hele.-e Curtis Permanent Wace 
Dark Eyes Co. 
Dearborn Supply Co. 
Merc ollized ax Cream 
DeLong Hook & Eye Co 
DeLong Bob Pins 
Dendex Dental Reliner 
Distillers Corp.-Seagrams, Lid. 
Fresh Deodorant Soap 
IT ventone Comb Co 
Eventone Combs 
Factor, Max, & Co. 
Max Factor Pancake Make-Up 
Gaylord Products, In« 
Gayla Bobby Pins 
Gayla Hair Nets 
Gillette Safety Razor Co 
Tont Permanent W ave 
Glover, H. Clay, Co., Inc. 
Glover's 3-Way Medicinal 
Treatment 
Golden Glint Co. 
Golden Glint Hair Rinse 
Hair Specialty Co. 
Eau Denna Hair Colorer 
Hazel Bishop, Inc. 
i ipstick 
Helene Curtis Industries, Inc. 
Creme shampoo 
Suave 
Houbigant, Inc. 
Cheramy Powder 
Houbigant Perfume 
House of Westmore, Inc. 
Westmore Cosmetics 
Westmore Lipstick 
International Cellucotton 
Prods. Co 
Kleenex Tissue 
Jack Dawn 
Jergens, Andrew, Inc 
Jergens Lotion 
Woodbury Creams 
Wvodbury Powder 
Woodbury's Powder ©& Make-l'p 
Johnson & Johnson, Inc 
Cotton Tips 
Johnson's Baby Lotion 
Jobnson's Baby Oil & Powder 
Jordeau, Jean, Inc. 
IR Depilatory 
Zip Depilatory 
Juel Co. 
Juelene 
Kendall Co., The 
Bauer & Black Cotton Picker 
The Kenton Pharmacal Co. 
Brownatone 
Keystone Labs., Inc. 
Longaid Hair Pomade 
Kurlash Co., Inc. 
Kurlash Eye-Lash Curler 
Lambert Co. 
Listerine Antiseptic—Dental 
Listerine Toothpaste 
Lander Co., Inc. 
Lander's Powder 
Lavoris Co. 
Lavoris Antiseptic 


~ 


~ 


~A 


Lehn & Fink Products, Corp. 
Etiquette 
Lentheric, Inc. 
Lever Bros. Co. 
Lux Soap 
Pepsodent Toothpaste 
Lydia O'Leary, Inc. 
Blemish Concealer 
Mahler's Inc. 
Mahler Method Hair Remover 
Marcus-Lesoine 
Lovalon Hair Rinse 
Maybelline Co. 
Maybelline Eye Make-Up 
Marlene’s, Inc. 
Shampoo 
Mennen Co., The 
Mennen Baby Oi! © Powder 
Miss Ruth, Inc 
Miss Ruth Hair Remover 
Montenier, Jules, Inc 
Stopette Spray Deodorant 
Nestle-LeMur Co 
Blue Waltz Lyptone & Perfume 
Mavis Talcum 
Nestle Colorinse 
Nestle Colortint 
Northan Warren Corp 
Odo-Ro-No Deodorant 
Nu-Nails Co. 
Nu Nails Artificial Fingernas!s 
Pelex Beauty Products Co 
Pelex Depilatory 
Pompean Olive Oil Corp 
Imported Olive Oil 
Pond’s Extract Co 
Ponds Dry Skin Cream 
Ponds Angel Face 
Ponds Creams 
Ponds Face Treatment 
Princess Pat, Led 
Beauty Prep. 
Procter & Gamble (>. 
alt 
Prell 
Camay Soap 
Drene Shampoo 
Ivory Bar Soap 
Shasta Cream Shampoo 
Putnam, IL, Inc. 
Klutch Denture Adhesive 
Rejuvia Beauty Labs. Inc 
Flame-Glo Lipstick 
Revlon Products 
Revion Nail Polish © Lipstick 
Revlon “Touch-and-Glou 
Liquid Make-lp 
Roux Distribution Co 
Roux 
Q-Tips, Inc. 
Satina Hair Remover 
Schnefel Brothers Corp 
La Cross Manicure Implements 
Shulton Inc. 
Shulton Shampoo 
Sitroux Inc. 
Sitroux Tissues 
Stillman Co. 
Stillman's Freckle Cream 
Swedish Shampoo Labs. 
Blondex Shampoo 
Tintz Co. 
Tintz Creme Shampoo- Tint 
Tip Top Products Co 
Tip Top Curlers 
Vick Chemical Co 
Sofshin Creme 
Vogue Products 
Lash Kote Eye Make-l p 
Vonett Sales Co 
“Blue Cross” Cuticle Remover 
West Dental Lab. 
False Plate Method 
Wildroot Co., Inc 
Lady Wildroot Cream Dressing 
Wildroot Liquid Cream Shampoo 
Wrisley, Allan B., Co 


DRUGS AND REMEDIES 

American Home Products Corp. 
Anacin Tablets 
Freezone Corn Remover 
Outgro 

Baker Wright R. 
Stirizol Disinfectant 

The Bayer Company 
Bayer Aspirin 

Blistex, Inc. 

Block Drug Co., Inc. 
Poslam 

The Blosser Company 

Campana Corp. 
Ayds Reducing Candy 
D D D Prescriptions 

Carter Products Inc 
Carter's Little Liver Pills 

Chichester Chemical Co. 
Chi-Ches-Ters Pills 

Clark-Cleveland, Inc. 
Fasteeth 


Dr. Pierre Chemical Co. 
Boro-Pheno-Torm 
Fastco, Inc 
Everest & Jennings 
E & J Folding W heel Chairs 
Ex-Lax, Inc. 
Ex-Lax Laxative 
Fzo Products, Co 
Foster-Milburne Co 
Doans Pills 
Goodrich, B. F., Co 
Miller or B. F. Goodrich Rubber 
Products 
Grandpa Soap Co 
Dent's Tooth Gum & Drop 
Harrison Products, Inc 
Shut-Fye 
International Cellucotton Prods 
Fibs Tampons 
Kotex Sanitary Napkins 
Johnson & Johnson Co 
Band- Ai 
Modess Sanitary Napkins 
Meds Insorber 
Kendall Co., The 
Blue-Jay Foot Product 
Lake Laboratories 
Liepe Methods 
Liepe Methods For 1 ex 
Marvel Co 
Marvel Syringe 
McCleary Clinic & Hospital 
McCleary Clinic & Hospital 
Miles Laboratories, Inc. 
Alka Seltzer 
Bactine 
Miles Nertine 
Moss Co 
Mosco Corn Remover 
Mosso, C. A... Co 
O-0-Sol Antiseptic 
Mu-Col Co., Inc 
Ma-Col Antiseptic 
Nacor Medicine Co 
Nacor Asthma Remedy 
Norwich Pharmacal Co 
Norforms 
‘Noxzema Chemical Co 
Noxzema Medicated Cream 
Num Specialty Co 
Thum Habit Breaker 
Pharmaco Co., Inc 
Feen-A-Mint Gum 
Piper Brace Co 
Piper Rupture-l aver 
Plough, Inc. 
St. Joseph Aspirin for Children 
Sanitary Products Corp 
Pursettes Tampons 
Scholl Mfg. Co., Inc 
Dr. Scholl's Onixal 
Dr. Scholl's Zino Pads 
Siroil Labs., Inc 
Siroil for Psoriasts 
Squibb, E. R., & Sons 
Squibb Cod Liver Oi! 
Sterling Drug, Inc 
Campho-Phenique Antiseptic 
Fletchers Castoria 
Midol-Tablets 
Tampax, Inc 
Tampax Tampons 
Union Pharmaceutical Co., Inc. 
Saraka 
Vapo-Cresolene Co 
V apo-Cresolene 
Vick Chemical Co. 
Vicks Vaporuh 
Viscose, P. R., Co 
Viscose Home Method 
Young, W. F., Inc. 
thsorbine Jr. Liniment 
Zonite Products Corp 
Zonite Disinfectant 
Zonitors Medical Suppositories 


HOUSEHOLD AND HOUSEHOLD 
FURNISHINGS 


Avco Mfg. Corp 
Bendix Washer 
Bissell Carpet Sweeper Co. 
Bissell Carpet Sweepers 
Free Sewing Machine Co 
General Motors Corp 
Frigidaire Elec, Range 
Frigidaire Elec. Refrigerator 
Hoover Company 
International Silver Co 
Holmes & Edwards Silver Plate 
Kalamazoo Stove & Furnace Co 
Maytag Co. 
Maytag Washers 
Merribee Art Embroidery Co. 
Merribee Stamped 1 mens 
Mullins Mfg. Cor 
Youngstoun Dishu asher 
Youngstown Kitchens 


National Silver Co 

King Pdward Silver Plate 
Niresk Industries 
O-Cedar Cory 

0-Cedar Floor Mops 
Olson Rug Co 

Olson Rug: 
Oneida, Led. 

1881 Rogers Silver Plate 
Perfection Stove Co 

Perfection Oil Heaters—Home 

Perfection Gas Range 
The Royal Lace Paper Works, Inc 
Sealy, Inc. 

Sealy Mattresses & Box Spring 
Scott Paper Co. 

Cut-Rite Wax Paper 

Scot Towels—Kitchen U se 
Scovill Mfg. Co., lnc 

Hamilton-Beach Food Mixer 
Serta Associates, Inc 

Serta Mattresses G& Box Spring 
White Sewing Machine Co 
Zevex Cor 

Boil-Quick Portable L lec. Water 

Heater 


BABY PRODUCTS 


American Druggist Syndicate, Inc 
Num-Zit Teething Lotion 
American Home Products Corp 
Clapp'’s Baby Foods 
Bite-X Corp. 
Davol Rubber Co. 
Anti-Colic Nurser 
Gerber Products Co 
Gerber's Baby Foods 
Gerber’s Meats 
Hansen's Chr., Lab., Inc. 
Junket Rennet Desserts 
Heinz, H. J., Co 
Heinz Baby Food 
Hygeia Nursing Boule Co. 
Hygeia Nursing l nit 
Johnson & Johnson 
Johnson's Baby Lotion 
Johnson's Baby Oi! & Pouder 
Libby, McNeill & Libby 
Libby's Baby Foods 
Libby's Baby Foods—Contest 
Libby's Baby Vegetables 
Mennen Co., The 
Mennen Baby Magi Shin Care 
Mennen Baby Magic Skin Care 
Powder 
Mennen Baby O:/ 
Mennen Baby Oi © Pouder 
Mennen Baby Powder 
Mount Airy Koitting Co 
Spencer's Underwear—Iufants 
Mum Specialty Co 
Thum Habit Breaker 
Pyramid Rubber Co 
Lvenflo Terminal Sterilizer 
TF venflo Nurser 
Squibb, E. R. & Sons 
Squibb Cod Liver O11 
Swift & Co. 
Swift's Meats for Babies 
Thayer, Inc. 


APPAREL 


Air Maid Hosiery Mills 
Artistic Foundations Inc 
Flexees—Flexatre Foundations 
B & D Distributors Inc 
Bruce Early American tility Bags 
Barbizon Corp 
Barbizon Lingerte 
Berkley Uniform Co 
Berkley All-Purpose Uniforms 
Bestform Foundations Inc 
Brilliant Sportswear Inc 
Brilliant Beachclothes 
Broadway Fashions 
Bryant, Lane, Inc 
Lane Bryant Maternity Apparel 
Lane Bryant Women’s Outerwear 
California Forms, Inc. 
fecentuettes Bra Cup 
atalina Inc. 
Catalina Beach & Sportsu ear 
ats Paw Rubber Co., Inc 
Cats Paw Rubber Heels & Soles 
entral Specialty Sales 
Central Specialty Scarfs 
orday Sportswear 
rown Co. 
Crown Mail Order Clothing 
Desco Shoe Corp. 
Desco Debs Shoes 
Eve Fashions 
Eve Fashions Shoes 
Exquisite Form Brassiere Inc. 


~ 


~ 
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1950-19 


Fashion Corp. of America 


Fashion Corp., Women's Outerwear 


Kay W vodbury l uniforms & Dresses 
Federal Mail Order Co 

Federal Mail Order Clothing 
Florida Fashions, Inc. 

Children’s Outerwear 

Women's Outeruear 
Forest City Mfg. Co 

Carole King Dresses & Separates 

Doris Dodson Dresses 
Formfit Co. 

Life Foundations 
Gluvtex Corp. 

Gluvtex Lingerie 
Helepcost Hosiery Co. 

Holeproof Hosiery 

Luxue Lingerie & Sleepwear 
Holiday Casuals 

Honeybugs House Slippers 

Honeydebs Playshoes 
Hollywood-Maxwell Co. 

Whirlpool & Nu-Vu Brassieres 
Huffman Full Fashioned Mills, Inc. 
Hussco Shoe Corp. 
International Latex Corp. 

Playtex Baby Pants & Dryper Pads 

Playtex Foundations 

Playtex Superfoam Shoulder Pads 
International Shoe Co. 

Accent Shoes 

Grace Walker Shoes 

Velvet Step Shoes 
Jantzen Knitting Mills, Inc. 

Jantzen Foundations 
Jones Metal Products Co. 

Dryfold Diaper Covers 
Jordan Mfg. Corp 

Sea Nymph Swim Suit 
Kel Ray Knitting Mills 

Kel Ray Knit Undies 
Kleinert, I. B., Rubber Co. 

Kleinert Foundations 

Kleinert’s Sanitary Wearing Ap- 

parel 
Lady Berkleigh 

Lady Berkleigh Pajamas 
Lilli Ann Corp 
Lovable Brassiere Co. 
Lowenbaum, R., Mig. Co. 

Minx Modes Dresses 
Maiden Form Brassiere Co. 

Maiden Form Brassieres 
Martha Maid Mfg. Co. 
Masterbilt Mfg. Co. 

Masterbilt Bras. 

McKay Products Corp. 

Blue Swan Lingerie 

Suspants 
Miss America Brassiere Co, 
Miss Swank Inc 

Miss Swank Lingerie 
Modern-Aire of Hollywood, Inc. 

Modern- Aire Beachclothes 
Modern Handcraft, Inc 

tunt Ellen's Needlework Club & 

Wi orkbasket 
Movie Star Inc. 

Motte Star Slips 
Mt. Airy Knitting Co. 

Spencer Underwear 
Namely Yours 

Name Scarfs 
National Bellas Hess, Inc. 

National Bellas Hess M.O. Clothing 
Peter Pan Foundations Inc. 

Peter Pan Brassteres 
Peterson Shoe 
Plymouth Textiles 

Plymouth Remnants 
Pretty Products, Inc. 

Sea Siren Swim Caps 
Prim Hosiery Inc. 

Prim Hosiery 
Quality Patch Co. 

Quality Remnants 
Reid, Rose Marie, Co. 

Rose Marie Reid Beachclothes 
Robert Fashions 
Ronnie Sales, Inc. 

Ronnie Sales, Foundations 
Rosenblum Inc. 

Rosenblum Coats & Suits 
Run-Proof Mfg. Co. 

Run-Proof for Hostery 
Schneider, Gustave 

Schneider Layette Items 
Schreiber, A. H., Co. 

Screen Styles 

Screen Styles Blouses 
Seamprufe Inc. 

Seamprufe Lingerie 
Shepherd Knit-Wear Co., Inc. 
Sherman Brothers Inc. 

Sherbrooke Raincoats 
South Carolina Mills 

South Carolina Mills, Cotton 

Products 


Stardust Inc. 
Stardust Brassieres & Foundations 
Stardust Lingerie 
Stein, A., & Co 
Perma-Lift Foundations 
Tested Sales Co. 
Tested Sales Foundations 
Tober-Saifer Shoe Co. 
Jolene Shoes 
Tranzform Inc. 
Tranzform Foundations 
Ulmann, Bernard, Co. 
UW onderized Yarn 
U.S. Rubber Co 
U.S. Howland Swim Caps 
U.S. Strollers Playshoes & Bags 
Vaisey-Bristol Shoe Co., Inc. 
Jumping-Jacks Shoes 
Waters Metal Products Co. 
U ater Purse Sewkit 
Wegman, S. J., Co. 
Liftee Bras 
Peak-o-Beauty Bras 
Wilco Fashions 
Wispese Company 
Wonder Maid, Inc. 


SOAPS, CLEANSERS 
AND POLISHES 
Brillo Mfg. Co., Inc. 
Brillo Cleanser Pads 
Clorox Chemical Co 
Clorox Bleach 
Corn Products Refining Co. 
L init Starch a 
Drackett Co. 
Drano 
Fels & Co. 
Fels Naphtha Soap 
Felso 
Hygienic Products Co. 
Sant-Flush Disinfectant 
Johnson, S. C., & Son 
Joimson'’s Glo-Coat & Glo-Coater 
Lever Brothers 
Lux Soap Flakes 
Pacitc Coast Borax Co. 
20 Mule Team Borax 
Procter & Gamble Co. 
Dreft Detergent 
ide 
8.0.5. Co. 
SOLS. Cleaner 
Staley, A E., Mfg. Co. 
Sta-Flo Starch 


JEWELRY 

Astrol (Lucky Charms) 

Berman's Collateral Loan Bank 
Berman's Out-of-Paun Jeweiry 

Casa De Joyas 

Charm Jewelry Co 

Coro, Inc 
Coro Costume Jewelry 

Elgin National Watch Co, 
lem Watches 

Fashion Jewelers 

Feature Ring Co., Inc. 

Flair, Inc. 

Gem Co. 

Genuine Diamond 

Gitts Of Faith 

Goldstein Brothers 

Gordon & Co. 

Harem Co. 

Hayes Ring Co. 

Heller, L., & Sons, Inc. 
Deltah Pearls 

House of Hobbies 

Jeffreys Jewelers 

Jewel Crate 

Kenya Labs. 

Mardo Sales Co. 

Morton, George, Co. 

National Jewelry Co. 

National Zircon 

Picture Ring 

Quality Jewelers 

Simmons Co. 

Stork’s 

Tash Novelty Engraving Co. 

Torrens, F. J 

U.S. Jewelcraft 

Veda Pearls 


ENTERTAINMENT 

Columbia Pictures 

Walt Disney Productions, Inc. 
Loews, Inc. 

Paramount Pictures Corp. 
Pathe Industries, Inc. 
Radio-Keith-Orpheum Co. 
20th Century-Fox Film Corp. 
United Artists Corp. 
Universal Pictures Co., lac. 
Warner Brothers 


SCHOOLS AND 
CORRESPONDENCE COURSES 
American School 

Art Instruction, Inc. 

Career Institute, Inc. 

Chicago School of Nursing 
Cartoonists Exchange 
Charming Woman, Inc. 

Charming Woman Course 
College of Swedish Massage 
Dean Ross Piano 
Downs, Grace Hollywood Model 

School 

Grace Downs Model and Air 

Career School 
Flliou Stuart Piano 
Franklin Institute 
Glenwood Career School 
1.G. A. S., Inc. ; 

1. G. A. §. Handwriting Course 
Institute of Commercial Art 
Interstate Training Service 
La Salle Extension University 
Lincoln School of Practical 
Nursing 
Lonnie and Wayne 

Lonnie and Wayne Music Course 
Markus-Campbell Co. 

National Photo Coloring School 

National School of Dress Design 
Martin Institute 
Metropolitan School of Tailoring 
National Photo Coloring 

School, Inc. 
National Radio Institute 
Northwestern School of Taxidermy 
Peerless Printing Co. 

Peerless Touch Type Method 
Personal Beauty Institute 
Post Graduate Hospital School of 

Nursing, Inc. 

Post Graduate Hospital School 
St. Paul Institute 
Sale, Ed 

Id Sale Guitar Course 
School of Speedwriting 
Shepherd Correspondence School 
U.S. School of Music 
Universal Correspondence School 
Wagner, George F. D 

George Wagner Detective Course 
Washington School of Art 
Wayne School, Inc. 

West, Bob 
Bob West Guitar Course 


SMOKING MATERIALS 
Liggett & Myers 

Chesterfield Cigarettes 
Maurone, Frank 

Maurone Lighters— Mail Order 
R. J. Reynolds 

camel ( sgarettes 
Cavalier 


PUBLISHING AND MEDIA 
Arden Book Co., Inc 
Art Book Guild of America 
Astro Publications 
Charm 
Crown Publishers 
Cummings, Saunders M 
Doubleday & Co., Inc 

Book League of America 

Doubleday One Dollar Book Club 
Fuerman (Booklets) 
Glenville Publishers 
Homograf Planner Corp. 
House of Beauty 
Inspirational Publishing House 
Lincoln House Publishers 
McAllister, J. J. 
Plaza Book 
Preterred Publications 
Rogers, Ray 
Songwriter’s Review 
Wetzel Publishing Co. 


RADIO STATIONS 

American Broadcasting Co., Inc. 
Columbia Broadcasting Sy sicm, Inc. 
National Broadcasting Co 


LEATHER GOODS 
Philadelphia Leather Goods Corp. 
Shwayder Brothers, Inc. 


TRAVEL 
Atchison, Topeka & Santa Te Py. 
Co 


Gray Line Motor Tourist Co 
Greyhound Corp 

Happiness Tours 

National Trailway Bus Sy) stem 


Union Pacific R.R. Co. 


TELEVISION STATIONS 


American Broadcasting Co. 


INSURANCE 

Interstate Mutual Benefit Asso. 

North American Mutual Insurance 
o. 


PAPER GOODS 


Dennison Manufacturing Co. 
Dennison Paper Products 


AGENTS 
American Hosiery Mills 
Artistic Card Publishing Company 
Artistic Cards 
Friendship Studios 
Beacon Greeting Cards 
Bostonian Manufacturing Co. 
Bostonian Shirt 
Boulevard Art Publishers 
Brown Wallace, Inc. 
Wallace Brown Cards 
Billie Burke Family Club Plan 
Business Propositions 
ardinal Craftsman Co. 
arrollton Manufacturing Co. 
Carlton Wave 
arvin Co. 
ase Co., The 
ell-U'-Mop Co. 
Cheerful Card Co. 
Chilton Greetings Co. 
Colonial Studio, Inc. 
Congress Co. 
Coro 
Crane Tested Fashions 
Creative Art Publishers, Inc. 
Creative Card Co. 
Doehia, Harry, Co. 
Doehla Cards 
Edwards, Carl E., Publisher 
Elmecraft Card Co 
Elmira Greeting Cards 
Elsye Hosiery Co. 
Empire Card Co., Inc. 
Fanmour Publishing Corp. 
Fanmour Cards 
Fashion Frocks, Inc. 
Fashion Frocks 
Harford Frocks 
Friendship Studios 
General Card Co. 
Greeting Card Association 
Grinnell Lithographic Co., Inc. 
Janes Art Studios 
Guaranty Sales 
Harris, Randolph & Baldwin, Inc. 
UW ritewe 
Hendenkamp Co. 
Hendencamp Cards 
Hertelart Co. 
Ho-Ro-Co Manufacturing Co. 
Home Service Co. 
Duraclean 
Hycrest Card 
Ideal Card Co. 
Janes Art Studios, Inc. 
Jewel Greeting Card Co., Inc. 
Joy Greetings 
Kendex Co. 
Kristee Products Co. 
Liberty Bell Studios 
Lincoln Coin Co. 
Lorain Art Studios 
Loraine Products Co. 
Lowe's Jewelry 
Madison Mills 
Mason Shoe Manufacturing Co. 
Mayflower Card Co. 
Mehl, B. Max 
Melville Co. 
Merit Greeting Card Co. 
Midwest Card Co. 
Mitchell Greeting Cards 
Modern Manner Clothes 
Morton Manufacturing Co. 
Blair 
New Englind Art Publishers 
Peerless Greetings 
Perry's Candies, Inc. 
Perry's Candies 
Phillips Card Co. 
Pilgrim Greeting Card Co. 
Princess Plastic Parties, Inc. 
Princess Plastic Parties 
Professional Art Studios 
Progriss Tailoring Co. 


~~ 
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Field & Son 
Progress Tailoring 
Stonefield 

Puro Co., Inc. 
Puro Cards 


Rainbow Greeting Card Co., Inc. 
Raven Co. 
Reel Silk Hosiery Mills, Inc. 


ING ON AT MACFADDEN / 


Regal Greeting Card Co 
Richar Greetings, Inc. 
Rosebud Pertume Co. 
Royal Home Products, Inc. 
Zenel 
Ruviga of Holly wood 
Schwer, Charles C., Co. 
Schwer Cards 
Southern Greeting Card Co. 
Sullivan Greeting Card Co. 
Sunshine Art Studios 
Sunshine Cards 
Sunshine Sales 
Superior Match Co. 
Thomas Terry Studios 
Welcome Greeting Cards 
Western Art Studios 
Westmore & Sugden, Inc. 
Westmore & Sugden Cards 
Willknit Hosiery Co., Inc. 
Wilson Chemical Co. 
World's Starr-Malloch 


MISCELLANEOUS 

A. F. B. Personality Chart 
Ace Steel & Wire Co. 
Advance Science 
Advertising Agency— Models 
Alden’s, Inc. 

All American Contest 
Allied Mail Order 
Assembled Units 
Barbara Brent 
Boulevard Studios 

Dr. David Bush 

Bush Photo Art 

Chicago Printing Co, 
Dazey Corp. 

Dean Studios 

Del Monte Enterprise 
Jack Dobais 

Dresden Art Work 
Eduardo Labs. 

Jeff Ellion Craftsman 
First American Flowers 
Foreign Service Bureau 
Franklin House 

Franson Company 

Great American Sales 
Harford Frocks, Inc. 
Haskell Co. 

Hollywood Film Studios 
Hollywood Film Star Center 
Hollywood Mfg. Co. 
Hollywood Photo Products 
Homemakers Mart 
Illinois Merchandise Co. 
International Grapho Analysis 
Kimberlite 

Norman Kling 
Krimstock 

Sharon Lee 

Lee Craft 

Lloyd Mfg. Cos 

Maico Co. 

Marlin Research 

Daniel Mead 
Meadowlark 

Midway Radio 

Midwest Curios 

Herbert Miller 

Modern Cosmetics 
National Sak & Pepper Club 
Norton Company 
Ouosan 

Petune Paris Lingerie 
Pioneer Tailoring Co. 
Pixacol 

Popular Merchandise 

R & S Company 
Harrison D. Raphael 
Rogers Associates 
Rolldex 

Elizabeth Rosewell 
Schult Corp. 

Sheldon 

Siesta Novelty 

Skin Care Products 
Spector & Gordiano 
Spens Distributing Co. 
Spiegel, Inc. 

T V Associates 

Talbot Studios 

Tanner Motor Co. 
Telefacts Co. 

Nancy Tucker 

Unicorn Press 

United Mills Corp. 

U. S. Nature Products 
Warner Electric Co. 
Warren Featherbone Co. 
Wash-Em Co. 

Willard Studios 
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Allen & Reynolds Boosts 2 


Allen & Reynolds, Omaha agen- 


cy, has promoted Robert Sanford 
for four years assistant to Earl 
Allen, retiring partner, to account 
executive. Douglas B. Wall, as- 
sistant account executive ha 


been named media director 


it's “TOPS” in its wrede 
a 
HAIRE Specialized TRADE PUBLICATIONS 


Be 
‘B 


at 
yb. 


sh 


née 
; 

> 
£3 


. 


us 


" 


1170 Broadway, N.Y.1, * 


POPULATION DISTRIBUTION 
IN NORTHEASTERN OHIO 


Each dot represents 1000 persons 
Population of Cuyahoga County: 1,389,532 


Affiliates with AFA 


The Bureau of Advertising, 
American Newspaper Publishers 
Assn. New York, has affiliated 
with the Advertising Federation 


of America, raising to 12 the num- 
ber of affiliated national groups 
in AFA 


CROCKERY & 
GLASS 
JOURNAL 


The only trade 
magazine in the field 
with ABC PAID 
coverage. No. 1 in 
pages of advertising... 
No. 1 in number of 
advertisers. 


MU 3-8700 


|Hayhurst Names Clements 


F. H. Hayhurst Co., Toronto 
agency, has named L. F. N. Cle- 
ments as research director. Mr 


Clements’ advertising background 
includes agency and management 
consultant work in England and 
Australia 


| 
James Poynton Promoted 


James Poynton, formerly as- 
sistant to the president, has been 
promoted to v.p. in charge of book 
production and public relations for 
United Educators Inc., Chicago 
reference book publisher 


Ruth Miller Named PR Head 


Miss Ruth Miller, formerly with 
Adams & Lane Inc., public rela- 
tions concern, has been appointed 
publicity direetor of Spencer- 
Taylor Inc., New York, owner of a 
chain of hotels in New York City 


Mabrey to M. L. Samson 
Lindell (Bud) Mabrey, formerly 
free-lance artist and designer, has 
been appointed art director of 
M. L. Samson Co., Chicago agency 


This is OHIO’S 


PRIMARY 
MARKET 


Cleveland and its 50 suburbs within Cuyahoga 
County are Ohio’s primary market and represent 
a buying power greater than any one of 23 States. 


Portage 


Concentrating 93% of its circulation in this rich, compact 
market The Cleveland Press reaches 7 out of 10 readers every day. 


Advertising Age, December 17, 


1951 


Friends’ Endorsements Rate High in 
Dishwasher Sales, Hotpoint Study Shows 


Cuicaco, Dec. 11—Hotpoint Inc. 
has released details of its recent 
market and merchandising survey 
of dishwasher sales and home use, 
among the findings of which is 
that three-quarters of the owners 
surveyed recommended their ma- 
chine to friends and 30% of these 
endorsements resulted in sales. 

The survey covered three broad 
classifications: the process of pur- 
chase, the product in use and mar- 
ket characteristics. A geographi- 
cal pattern was followed in 
the interviews as fol- 
lows: East, 38°; Central, 21%; 
South, 21%, and West, 20%. Sixty- 
six per cent of the interviews were 
made in cities of more than 50,000 
population, and 34% were in the 
smaller cities 

Under the section of the survey 
dealing with for buving, 
72% of the users named time and 
work saving as the principal in- 


sales 


spreading 


reasons 


“Trumbull = 
| 


oe 


| Mahoning 


When you use The Press you are directly and completely 
reaching the primary market and insuring the greatest 


impact because The Press is the only daily paper 


Cleveland 


et atieha ‘ . 


adequately covering Ohio's greatest market. 


Without The Press you miss the market 


Press 


fluence. Other specific reasons in- 
cluded kitchen remodeling, 12%; 
recommendations by friends, 11%, 


and size of family, 8% 


® Over-all reasons given for brand 


selection were: “use-value” fea- 
tures, 41°; confidence in manu- 
facturer, 29%; both features and 


confidence, 26%. Of those stating 
confidence, 28° said that friends’ 
recommendations had led to the 
purchase; 18° said they were in- 
fluenced by company reputation, 
and 12% had had satisfactory ex- 
perience with other products of 
the same brand 

The survey disclosed that appli- 
ance dealers made the bulk of 
sales, with 53% of the 
naming that type of outlet. Depart- 
ment stores made 12% of the sales; 
builders, 12%; "): spe- 


users 


plumbers, 7°: 
cial wholesale sales, 6% , and 10% 
all others. 

Purchasers were found to have 
shopped at only one store in 64% 
of the When women made 
the decision to buy, they shopped 
other stores in 43% of the cases, 


cases 


compared with 26° when men 
made the final choice. According 


to the survey, 70% did not consider 
another brand 


@ The part of the survey dealing 
with retail selling practices states 
that “in only 6% of the cases did 
a dealer make a home call before 
the dishwasher was purchased.” 
Less than 25% of the 
demonstrated the machine before 
the purchase; 54% of the buyers 
did not see a demonstration before 
the sale. Of the 46% who had seen 
a demonstration, 59% of the de- 
monstrations took place in the 
home of a friend, 23% in the store 
where purchased and 17% in an- 
other store. 

A breakdown of family size as related 
to the number of daily dishwashings 
shows that the machine is used more fre 
quently in larger families of 
two persons, the machine ts used once 
a day in 82 of the and 18 ise 
it twice daily. In families of three or 
62°; wash once a day, 34 twice 
and 4 more than two times during 


stores 


families. In 


cases 


the 
Almost two-thirds of the families own- 
found to own four 
appliances. Auto- 
owned by 


ing dishwashers were 
or more other major 
clothes washers 
80 conventional washers by 14 

electric ranges by 52 disposals by 43 

ironers, 37 freezers, 33° clothes dry 
ers, 32 electric heaters 


and water 


dishwasher 
named 


that 
plan to next, 22 
dryers, 12 freezers 11 

_ automatic washing machines 
ranges; 4° 
heaters 


ot 
owners 


the applances 
buy 
clothes 

ironers; 8 
&., disposals; 7+, electric 
refrigerators, and 2 water 
Thirty-eight per cent indicated they were 
buy another appliance 


not planning to 


Indira Gets ‘Time.’ ‘Life’ 

Indira, New York, Pacific area 
company of the Pacific Book & 
Supply Corp., has been named ex- 
clusive distributor of Time and 
Life International in Indonesia 
Previously the two magazines were 
distributed in Indonesia by the 
Van Dorp organization. 


SPEND 


NEGROES 


$15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
they want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 
homes and read constantly. Negroes are 
intensely loyal to the advertisers they see 
in their own publications—give this mar- 
ket an urge to buy that they'll respond 
to! Stop overlooking $15 billion—Negroes 
buy what you sell—if they read about it 
in their own publications! For full details 
write Interstate United Newspapers, 

345 Fifth Ave. 

leading advert! 


ONE EXAMPLE: for « publication that sells 
s market can’ 


N. Y., serving ‘America’s 
sers for over a decade 


the ¢ of this rich ou 
the New Courier—read 1 N ip 
,2 week. Color comics 
sect news section help make it - 


| lca’s most complete weekly newspaper Tell the 
Negro—you'll sell the Negro! Act now! 
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This new Taconite processing plant with railroad and harbor iacilities is located on Lake 
Superior. The “new city” of Beaver Bay is shown on the right. This is but one of the Taconite 
plants and building developments in the area under construction at the present time. 


A BILLION DOLLAR 9%cw FRONTIER IS OPENED 


on the Iron Ranges of Northern Minnesota 


More than Four Hundred Million Dollars in capital 
investment alone is being spent to produce “Pel- 
lets of “Taconite.” In addition to capital invest- 
ments, millions of dollars more will be spent in 
payrolls, (Taconite mining and processing re- 
quires more manpower as approximately four tons 
of rock are required to produce one ton of concen- 
trate) materials and supplies. 


Taconite promises to be America’s newest. . . 
and probably richest . . . treasure! There are 
billions of tons of Taconite in untouched reserves 
in Northern Minnesota. 


To wrest this treasure from the earth, thousands 
of men and giant machines are needed. An en- 
tirely new railroad stretches north from Lake Su- 
perior, through pine covered hills. Giant bulldozers 


are moving mountains of earth to provide building 
sites for whole cities—cities of new homes, new 
churches, new schools and new shops to provide 
American comfort for men and their families. 


Everywhere an air of expectancy . . . of antici- 
pation . . . no longer is heard the story of de- 
pleted iron reserves with its pessimistic overtone. 
There is confidence, too, in the future, because 
more iron ore has been found for the hungry blast 
furnaces of the nation. 


* Taconite is low grade iron ore whose iron content 
runs 30% or less. High grade ores run more than 
50% iron. The presence of iron in Taconite rock, of 
which there is an unlimited supply in Northern 
Minnesota, has been known for many years but a 
practical method of extracting the iron content is 
a recent development. 


Duluth Herald & News-Tribune 


A RIDDER NEWSPAPER—PUBLISHERS SINCE 1880 


80,524 DAILY 


RIDDER-JOHNS, INC., General Advertising Representatives—New York 


70,375 SUNDAY 


* Chicago °° Detroit °° St. Paul © Minneapolis 


RADIO STATION WDSM (5,000 watts—710 K. C.), An Affiliate, Serves the "Top of the Nation.” _ 
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What goes on in a clam-bed goes without sdy/ig. They’re 
culfs apart from people: there’s no exchange, no buying 
and selling.... Sellers fa//:— 
buyers /isten. Sound marries 
their minds. And the medium 


that does most for sound 


is radio. In the whole wide world, no other voice holds so 
many listeners. Or persuades so many.... And in all radio, 


more people listen— and listen longer—to CBS Radio 
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than to any other network. It offers more of radio's top- 
ranking programs than all other networks combined... 


attracts the largest volume 


of advertising. For 2c spon- 


sors this leadership assures 


greater returns from the 


start than on any other network.... If you have something 


to sell, you have ne to say. Say it where your 


1 customers listen most...on the (} BS Radi Nittwr_— 
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elected president; James M. How- 

ot ard, executive v.p.; Robert C. 

Wixon, treasurer; and Alexander 
T. Baldwin Jr., secretary. 


Changes Name to Lithcote 
Lithgow Corp., applicator 
Lithcote baked phenolic coatings 
and linings, has changed its cor- 
‘porate name to Lithcote Corp, The 
company has offices and plants in 
Chicago, Norwalk, Conn., and New 
York. Officers of the company are 
Baldwin, former 
charge of sales, newly 


Appoints Elizabeth Tracy 

Golden Gate College, San Fran- 
cisco, has appointed Elizabeth 
Tracy director of public informa- 
tion 


LINENS & 
DOMESTICS 


The only trade magazine 
in this $775,000,000 
field. The friend and 
authority with thorough 
coast to coast 

ABC PAID coverage. 


Alexander’ T. 
v.p. in 


@” 


Specialized TRADE PUBLICATIONS 
1170 Broadway, N.Y.1, * MU 3-8700 
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Some People (George Lasker, for Example) 
Have an Unusually Tough Job in an Agency 


Boston, Dec. 11—A man _ has 
bitten a dog again, and where more 
appropriately than in our often 
cockeyed advertising business. 

In this case, George Lasker, for- 
merly general manager of WBMS 
here, and before that general man- 
ager of WORL and WCOP in Bos- 
ton (concurrently from 1943 to 
1945) and before that—which was 
to 1938—manager of WPEN, Phil- 
adelphia; well, this seasoned media 
has been appointed an ac- 
count executive with Lasker-Rise- 
man, Boston agency of which his 
son, Yale, is president. 

The junior Lasker made the ap- 
pointment when he learned that 
the applicant is credited with orig- 
inating the disc jockey show—with 
“The 920 Club” over WORL in 
1938. “We needed an idea man,” 
Yale Lasker commented 

Said George Lasker, 
promotion: “I wish I were as good 
an advertising man as my boss.’ 


man 


eveing a 


Hardly coincidental with this 
change, the agency has been ap- 
pointed by WCAP, Lowell, Mass., 
and WTIL, Medford, Mass., outlet 
opening in January. 


Lists Direct Mail Volume 

Dollar volume of direct mail 
advertising during the first ten 
months of 1951 was $878,754,746, 
according to the Direct Mail Ad- 
vertising Assn., New York. This 
represents a gain of more than, 
14'2% over the corresponding fig- 
ure for 1950. The association re- 
ports that October dollar volume 
reached $102,049,878, a gain of 
19° over October, 1950. 


Morphy-Richards Sets Drive 
For its Christmas campaign, 
Morphy-Richards Ltd., Montreal 
manufacturer of irons and toast- 
ers, is using Canadian newspapers, 
two national magazines and 


1951 


FOR THAT 
choux Sugars, 
testing a new three-pound, double-wall 
ceilophane package, designed by Shell 


IMPULSE PURCHASE—God 
New Orleans, has been 


mor Products Corp., Mt. Vernon, O., in 
Nashville and Chattanooga. The packages 
boast the eye-oppeo! of finished boked 
oeods (which use sugar), high product 
visibility ond a built-in spout 


farm paper, through the Montreal $1,650,000 Video 


office of McConnell, Eastman 


Co 


the Best 
WwoRC 


Collecting Records And 


OLD PHONOGR PHS 


Worcester Man's} 


100,000 families 
England Market. 
year, youngsters 


photographs of 
faces. 


° 
RCESTER’s 


TELE 


WORCESTE 
GEOR 


SS SS - eee 


High Readership is 


“FEATURE PARADE” 


“Feature Parade”, 
Sunday Magazine, is avidly read by over 


follow the parade of local stories, articles 
and special features with drawings and 


“Feature Parade” 
instance, of a collection of cylindrical 
phonograph records aroused interest to 
the tune of thousands of letters from all 
over New England. 


WONDROUS 


Harness this tremendous readership and 
interest for your product in the populous, 
prosperous, Central New England Mar- 
ket, through advertisements in the pages 2. 
of the Sunday Telegram Feature Parade. 


RAM -GAZETTE 


, MASSACHUSETTS 
£ F BooTn Pubéisher- 


Feature of 
ESTER’S 


Worcester’s 24 page 


in THE Central New 
Fifty-two Sundays a 
from 8 to 80 closely 


familiar scenes and 
‘s recounting, for 


Twins 


cs 


newspaper 
coverage 


MOLONEY, REGAN & SCHMITT. INC, WATIONAL REPRESENTATIVES 


‘OWNERS OF 
E he 


RADIO STATION WTAG 
WTAG-FM iy 


Center Planned by 


Chicago Educators 


Dec. 12— 
educational 


Chicago uni- 
institu- 


CHICAGO, 
versities and 


| tions are planning a cooperative, 
$1,650,000 educational television 
center, including a TV _ station 


| ence 
| for 
| and station equipment 


which would be operated as a non- 
protit, non-commercial venture. 
The plan was announced at the 
annual School Broadcast Confer- 
here. Preliminary plans call 
a one-story building for studios 


Institutions participating include 
Northwestern University, the Uni- 
versity of Chicago, the University 
of Illinois, Loyola University, De- 
Paul University, Roosevelt College. 
Illinois Tech, the Chicago Public 
School Board, the Chicago Art In- 
stitute, the Museum of Science & 
industry and the Chicago Histori- 
cal Society. 


Announces Holiday Drive 

The Monowatt department of 
General Electric Co., Providence, 
R. I., used spreads in trade jour- 
nals to announce a holiday promo- 
tion which broke in the Dec. 8 
issue of The Saturday Evening 
Post, featuring two gift items—the 
Auto Handy light and the Twin 
night light. Both are attractively 
packaged and are supported on the 
dealer level with counter cards 
and newspaper mats 


To Edit U. of C. Press 

Morton Grodzins, assistant pro- 
fessor of political science at the 
University of Chicago, has been 
named editor of the University of 
Chicago Press in addition to his 
present duties. Rollin M. Hemans, 


formerly acting director of the 
press, has been named manager 
of publication sales and adver- 
tising 


Hamilton Adds Duties 

Charles Hamilton, director of 
public service and supervisor of 
music for KFI, Los Angeles, has 
added the duties of publicity di- 
rector 


Kroger Co. Boosts Allen 

Kroger Co., Cincinnati, has 
promoted Charles J. Allen, mer- 
chandising research director, to 
director of its sales service de- 
partment 


Geaphic 


CRAFTSMANS 


FIDELITY OF REPRODUCTION 


PERSONALIZED SERVICE 


679 N. WELLS $T., CHICAGO 10 ML. 
WHitehal!l 4-3450-1-2 
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Park & Tilford Sets 
Heavy Schedule for 
Wines and Liquors 


New York, Dec. 11—Park & Til- 
ford Distillers Corp. has launched 
the heaviest holiday advertising 
campaign it has ever undertaken 
for wines and liquors. Storm &| 
Klein is the agency. 

Media being used include 65 
newspapers, 13 magazines and out- | 
door holiday posters in nine major | 
markets | 

Harry P. Herrfeldt, v.p. in| 
charge of sales, in announcing the | 
holiday drive, said that it is based | 
on the company’s confidence that 
“December liquor and wine sales 
will at least match last year’s, | 
despite the alltime high we at- | 
tained in October as a result of | 


the pre-tax buying wave.” | 


® Advertisements in daily news- | 
papers will include both b&w and 
two-color displays, in sizes rang- | 
ing from 330 to 1,200 lines. Full- 
color and b&w pages will be used | 
in Cue, Gourmet, Esquire, For- 
tune, Holiday, Newsweek, The | 
New Yorker, Time and Town & 
Country, and fractional pages will | 
be used in Argosy, Collier's, Life, 
Look and True | 

Outdoor holiday posters are be- | 
ing used in New York, Chicago, | 
Los Angeles, Philadelphia, Minne- | 
apolis, St. Paul, Long Beach, New- | 
ark and Worcester. 

In addition, black light signs and 
painted bulletins will be used in 
these markets. 


Two Join Rand Agency 

Selig Alkon, formerly with Wil- | 
liam Filene & Sons, Boston, has} 
been named merchandising direc- 
tor of Rand Advertising Agency, | 
New York, and Miss Tommi Red- 
man, formerly publicity director 
of Shappe-Wilkes, has joined the 
Rand publicity staff. 


Willard Promotes Reid 

W. J. Reid, district sales repre- 
sentative of Willard Storage Bat- 
tery Co., Cleveland, since 1949, 
has been appointed export sales 
representaitve for ESB Interna- 
tional Corp., a Willard subsidiary. 


Biow Names Margules A. E. | 

Seymour Margules, formerly 
with the Carstairs division of Cal- 
vert Distillers Corp., has joined 
Biow Co., New York, as an account 
executive. 


YOUR ADVERTISING SPEAKS 
LOUDEST IN THE QUIET OF 
THE CLASSROOM... 


These Magazines, With 100% Sub- 
scription Circulation, Hold Their 
Readers Week After Week. There's 


No Newsstand Reader Turnover!in... 


SCHOLASTIC 
MAGAZINES 


Reaching 1,000,000 Student 
Subscribers Weekly in the Jun- —— 
ior and Senior High Schools 


1 


Bauer & Black to Vladimir 

Bauer & Black, Chicago, pro- 
ducer of surgical dressings, su- 
tures, elastic goods and allied 
products, has appointed Irwin 
Viadimir & Co. of Illinois, Chicago, 
to handle its export advertising 
effective Jan. 1. Leo Burnett & Co., 
Chicago, handles the domestic ad- 
vertising. 


Brading Appoints Two 
Brading Breweries, Ottawa, has 


named John T. Marriott sales rep- 


43 


resentative for Toronto and the 
surrounding district, and A. “Rob- 
bie” Robertson as sales representa- 
tive for Toronto 


Kleinknecht Joins Fader 

Louise E. Kleinknecht, formerly 
of the research department of Mc- 
Cann-Erickson, has joined Frank- 
lin Fader Co., Newark, as media 
director. William Sweeney, former 
media director, is now an account 
executive 


The Sun Shines Bright On PADUCAH--- 


—_" @ $500 Million Atomic Plant Is Going Up. 
@ Greatest bank activity gain in U.S. 
~ @ No. 1 High Spot City (Sales Management). 


The Paducah Sun Democrat 


25,000-Plus Paducah, Ky. Burke, Kuipers 
Daily - Sunday & Mahoney 


Finest printing costs less 
for General Electric. .. 


.-.thanks to the revolutionary economy 
of (cicelidaled Enamel Papers 


Whether you look in on a design project like 
this one at General Electric's vast, new tur- 
bine manufacturing plant in Schenectady, or 
visit other engineers who may install this new 
turbine generator thousands of miles away, 
you'll find copies of the General Electric Review. 
The Review is an invaluable source of cur- 
rent reference material and data on the latest 
advances in electricity through every phase 
from generation to distribution and use. 
The printers of the General Electric Re- 


view specify Consolidated Enamel Papers 


—<oee 


a 


PRODUCTION GLOSS «© MODERN GLOSS © FLASH GLOSS 
CONSOLIDATED WATER POWER & PAPER COMPANY * Makers of Consoweld 
Main Offices: Wisconsin Rapids, Wisconsin * Sales Offices: 135 So. La Salle.St. Chicago 3 Ithans ©: 


~~ 


with good reason, Consolidated Enamels pro- 
vide the fine printing qualities necessary to 


reproduce delicately detailed drawings and 


a 


D> net name! pape 


quality at lower cost 
photographs. Yet, thanks to the revolution- is the direct result of 
ary papermaking process which Consolidated the enameling method 
pioneered, their cost averages 15 to 25°C be which Consolidated 
low old style, premium-priced enamel papers pioneered. Operating as a 
Your own printing jobs probably have part of the papermaking 
entirely different requirements. But whatever machine, it eliminates 
they are, no matter how large or how small, many costly steps still 
you can count on Consolidated Enamels for required by other 
finest results at lowest cost. papermakers and 
produces highest quality 
E N A M t a paper, simultaneously 
enameled on both 


PAPERS 


sides, in a single 
high-speed operation. 


decorative and industrial laminate 
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“In most cities, business of all! also, but they kept so-called bank-| off Mondays instead of Saturdays Begins National Campaign 


New Bronx Bank sorts formerly was concentrated in ers’ hours much to their customers’ and the 3 p.m. to 9 p.m. group The California Olive Advisory 


the so-called business section,” Mr. inconvenience. being off Saturdays. Board, San Francisco, has opened 
rN Schwamm continued. “But wide- “So we are taking the bank to a national newspaper campaign, 
Wi awake merchants found that they our customers instead of making Three Appoint Futterman with 30 papers on its schedule. J 
l e pen must follow the population to customers suit themselves to us,” 3 Walter Thompson Co., San Fran- 
s 3.5 ~ Futterman-Gerber Advertising, cisco, is the agency. 


maintain their trade. Department Mr. Schwamm said. Chicago, has been appointed to | 
: store branches, supermarkets, The new American Trust Co. handle advertising for the Post 7 . . i 
2 Hours Each Day chain stores—in fact, facilities for’ branch will look like a store rather Graduate School of Nursing, the Roberts Joins Silberstein 

. almost all goods and services peo-| than a bank. It has been designed — —— ” we — the angen ee —_ —— 
‘ ine ent, D " sates 5 od “hicago School o ental Nurs- sales romotion director of M. 
me New York, Dec. 10—So-called ple wan st — - — - the = conterm bee merchandising prog- ing. ue and magazines Saveatiane & Sons, has joined Al- 
me “bankers’ hours” are slated for the residential and suburban areas a ress and suited to customers con- will be used. Paul Grant Adver- fred J. Silberstein-Bert Goldsmith, 
hours suited to their customers’ venience. Employes will work five tising, Chicago, formerly handled New York agency, in an executive 


scraphei Banks have to remem- , : - 
ea song a what heen needs. Banks established branches days a week, the day staff being the accounts. capacity. 


mA and must do business at the con- 
venience of their customers in the 
same way department stores and 
supermarkets do.’ 

Those opinions were expressed 
last week at a press conference by 
Harvey L. Schwamm, president of 
American Trust Co., which to- 
day opened a new branch office in 
the Bronx, which will be open 
from 9 a.m. to 9 p.m., Monday 
through Friday, and on Saturdays 
from 9 a.m. to 5 p.m 

It will be the first bank in New 
York, Mr. Schwamm said, to offer 
oN its customers complete and con- 

tinuous banking services at hours 
suited to the customers’ conven- 


ience 
“e 
i @ American Trust Co. scheduled 
, ads in ten New York newspapers 
today to announce its new branch 
-z and to stress its new banking 


hours. The announcement ads will 
be followed by smaller ads detail- 
img the bank’s services, AA was 


cap 
fo 


is » tald. Albert Frank-Guenther Law 
ha is the agency 
—-— “We believe that the primary 


fnction of a bank,” Mr. Schwamm 
said, “is to conform to the neigh- 
b@rhood it serves. We have found 
that the majority of merchants in 
the Bronx remain open until 9 and 
10 p.m. on weekdays as well as 
om Saturdays 

*Since banks are essentially ser- 
vice organizations, there is no rea- 
s@m why they cannot make due 
allowance for persons unable to do 
their banking in the traditional 
9 a.m, to 3 p.m. banking hours. 

*“Moreuver, with a shorter work 
week, meny working men and wo- 
m@n are paid on Fridays. With 
banks closed on Saturdays there is 
no place for them to cash their 
checks and do their banking. Often 
they have to pay a premium or 
ca8h their checks at undesirable 
places. That is why, in this un- 
usBal experiment, we want to 
bring the bank back to the peo- 
ple. 
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HE CAN HELP YOU 


If you're looking for 
national distribution 


y 
‘e 
9 . fi 
: | Keeping a finger on 14,000,000 pulsebeats 
BARNEY KINGSTON, nae ; : 
Merchandising Director In fiction and in Hollywood, city editors are typed 
. @ Of coulte & tieemlacwens, Gad as hardboiled obscenities. In actuality, the men who com 
utor, or advertising agency executive ~~ Th _ 4 » » we 
“ bleh ies tems dadinthe mand a metropolitan newspaper's city desk are more 
% via — a oe this likely to be modest gentlemen who think fast, act fast, 
mey e mos impor an message ¥ 
* you over cunt ie speak low, and never get excited. 
ou'd surpri to know how ’ 
easy it is to put your product or Indeed, no matter how hot the news rages, vou'd 
service in every city, town and ham : a . var . 
f let in the U.S. Also many foreign find the block-long city room of The New York Times just 
? ountries. f . . . 
” The. service of cur ouperienced about the quietest place in town, and the city desk the 
merchandising stall is available at calmest. How else could it effectively keep a knowing, 
ws no cost. They'll analyze your product, - 
: see = L rs Ly are probing finger on the pulsebeats of the 14,000,000 citizens 
¢ possibilities your product qualifies ¥ R 
they'll present a 28-year sales-tested whose lives and welfare are its primary news concern? 
plan for speedily getting 48-state ai - = a _ ee 
distribution—a plan that starts over The city desk of The New York Times covers the 
50 new companies every month. . . : ! : li . t ld 
many of which now do e multimil news of the most populous metropolitan area in the world, 
* lion doilar business 
i Don't lose another day's sales. 
Write now to Barney Kingston, Mer- 
chandising Director, Dept. A97, Op- 
portunity Magazine. 28 East Jackson 


- Bivd., Chicago 4, Illinois 
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Employers Can Pay 
$40 Yule Bonus 


WASHINGTON, Dec. 11—The Wage 
Stabilization Board has ruled that 
any employer may pay a $40 
Christmas bonus—in cash or mer- 
chandise—without obtaining prior 
government approval. 

The “automatic” approval order 
was issued for the benefit of 
companies which did not pay 
bonuses last year, or paid less than 


1951 


$40. Employers who paid in ex- 
cess of $40 may pay an amount 
equal to 1950 without obtaining 
board approval. 


F. C. Huyck Boosts Colby 


F. C. Huyck & Sons (Kenwood 
Mills), Rensselaer, N. Y., manu- 
facturer of bed blankets and pa- 
permakers’ felt, has elected J. 
Tracy Colby, director of the com- 
pany since 1937 and director of 
cloth and blanket sales since 1948, 
v.p. in charge of blanket and cloth 
sales. 


Fair Trade Bulletin Bows 


The Bureau of Education on Fair 
Trade, New York, has prepared 
and distributed a periodical, Fair 
Trade Program Aids, designed to 
integrate educational activities of 
all statewide fair trade commit- 
tees in pressing for passage of the 
McGuire bill, H. R. 5767. 


Tiernan Joins ‘Legion’ 

Joseph P. Tiernan, formerly with 
Fairchild Publications, has joined 
the Chicago staff of American Le- 
gion. 


One for the Road? Be Sure It's Coffee, 
Says Pan American Coffee Bureau Copy 


New YorK, Dec. 12—"“On New 
Year's Eve, when it’s time for ‘one 
for the road,’ be sure it’s coffee.” 

The Pan-American Coffee Bu- 
reau is using this slogan in a 1,000- 
line ad scheduled to run in 153 
daily newspapers in 134 cities with 
a population of 100,000 or more 
on Dec. 28 as a holiday safety ap- 
peal. 


It reaches into New York State, New Jersey and Connecti- 
cut. It covers tiny hamlets. It covers the huge city itself. 


It is manned around the clock by the city editor and sev- 


eral assistants. 


They direct the activities of some 200 local 


and suburban reporters and 150 suburban correspondents 


Out of the city room daily, Times reporters travel 
hundreds of miles in search of the important, the new, the 


interesting. Out of the city room daily go thousands of 


telephone calls seeking news 


pass hundreds of thousands of words, volumes of infor- 


Over the city desk daily 


mation gathered each day to be judged, written, and 


edited into the space available 


This is the biggest city staff of any newspaper. It 


helps produce the biggest news report any newspaper 


publishes. It includes reporters whose bylines are known 


1851 


biggest market. 


ought to know 


HUNDREDTH ANNIVERSARY 


interesting, unusual. 


And that’s why, for 32 


There's a lot to The 


May we tell you? 


NEWS TH T TO PRINT 


1951 


Arnold Newman Photo 


and respected the country over, men and women of varied 
and versatile talents who pool their efforts each day to 


produce a newspaper famous for being complete, reliable, 


* Readers like The New York Times because they 
know that they get more out of it. That's why advertisers 
like it, too. years, advertisers have 
made The Times their biggest medium in everybody's 


Times today you 


Che New jJork Cimes 


A coordinated publicity cam- 
paign for this safety ad also is 
planned, including blowups for use 
as safety posters in groceries, 
supermarkets and eating places, 
ind distribution of the ad by the 
National Safety Council to 1,800 
rganizations part of a “pro- 
gram kit on traffic safety.’ 

Civic and service clubs, highway 
and traffic officials, and safety 
groups will receive the kit, as will 


as 


press, magazine, radio and TV ex- 
ecutives 
The bureau's agency is Federal 


Advertising. In the Dec. 3 issue, 


AA reported that Robert W. Orr 
Associates and Cunningham & 
Walsh were the newly appointed 


agencies for the bureau. 
pointments 
April 1. 


These ap- 
are not effective until 


Goodrich Flooring Sets Push 


B. F. Goodrich Flooring divi- 
sion, Watertown, Mass., has 
launched an advertising and pro- 
motional program for 1952, fea- 
turing B. F. Goodrich rubber tile, 
asphalt tile, vinyl] plastic tile and 
allied flooring accessories. The 
campaign will combine multicolor 
national magazine insertions, full- 
page advertisements in trade pub- 
lications and network television 
demonstration talks. Kick-off of 
the schedule was marked by a 
commercial announcement on 
“Celebrity Time,” J show 
Sunday, Nov. 25. Henry A a 
don, Advertising, Boston, is the 
agency 


_McComb Named Ad Manager 


Donald R. McComb has been ap- 
pointed advertising manager of 
Warner Electric Brake & Cl@tch 
Co., Chicago. Mr. McComb has 
been with Warner since 1947, prior 
|to which he was associated with 


|Firestone Tire & Rubber Co. 

| Akron. 

Halliday to Freitag Mtg. 
Robert J. Halliday, formerly 


sales manager of South Jersey Un- 
derwear Co., has been appoiftted 
promotion and advertising hea@ of 
Freitag Mfg. Co., New York 


More for your Money 
No matter how you look ot it 


FURNITURES AcE! 


al 
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IT LOOKS BEST... 
IT IS BEST 


Here 
your Advertising 
works harder 


Yes, ods hove averoge life of 120 doys 
omong the better Home Furnishings Dealers 
who hove 65% of the buying power of this 
3% billion field. And, BIG king-sized poge 
gives 30% more dominance to your soles 
story. Sells the Deolers and the Deolers’ Cus 
tomers 


FURNITURE 
@ AGE 


4753 N BROADWAY. 
CHICAGO 40, ILLINOIS 
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in the first 9 months seme | "EES 
of 1951 than all other == Quick | 643,257 
large weeklies combined’ =) | 


1,275,396 


~ TIME 240,501 | 


: POST 1,563,276 | 


Collier’s 694,984 


1,624,518 


LIFE 624,518 || 


AGAZINE RATES ARE 


GUARANTEED 


- 100, 000. 
AVERAGE NET PAID 
CIRCULATION 
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Gain or Loss 


 % of Gain in | 
Total Circulation over ~ 
Ist 9 Mos. of 1950 


Total Circulation over 
Ist 9 Mos. of 1950 


+96,333 


+21.9% 


+238,139 


+ 9,441 


+ 0.4% 


3,238,450 


+ 1.9% 


+60,107 


— 9,432 


~ 3am 


1,654,179 


+68,949 | +43% © 


— 79,990 


— 4.9% 


3,976,505 


— 99,741 — 1.5% 


— 91,231 


3,136,019 


+0.0% 


_ 192,182 


9,298,334 


news magazine busy people depend on 


—1.0% 
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*Ist 9 Mos. of 1951 vs. Ist 9 Mos. of 1950 
SOURCE: Publishers’ interim statements 
to Audit Bureau of Circulation 
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Shaw Joins Dayton Rubber 

Albert F. Shaw, formerly with 
Walter B. Snow & Staff, Boston 
agency, and more recently adver- 
tising production manager for 
Hood Rubber Co. Watertown, 
Mass., has been named New Eng- 
land representative of Dayton 
Rubber Co., with headquarters in 
Allston, Mass. 


HAVERHILL 


MASSACHUSETTS 
A Trading Zone Population Of 
104,479 Reached Thru The 
HAVERHILL GAZETTE 
Get your share of Haverhill’s 
$59,000,000 effective buying income. 
Retail sales are over $51,000,000 
and food sales top $16,000,000. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 


Bil] Raufer Joins Pay-U 

William B. Raufer, formerly on 
a dealer advertising and merchan- 
dising program development of 
Ful-O-Pep feeds for Quaker Oats 
Co., Chicago, has been appointed 
sales promotion manager of Pay-U 
Laboratories Inc., Quincy, IIL. 
manufacturer of poultry and live- 
stock concentrates and _ health 
products 


Pontiac Orders Color Film 

Pontiac motor division, Detroit, 
has ordered 1,500 copies of its new 
Kodachrome sound movie, “Step- 
ping Up with the Joneses,” from 
the film’s producer, Soundfilm 
Studios Inc., Detroit. The film is 
the first in a series of eight, com- 
prising a comprehensive _ sales 
training program entitled, “Des- 
tination. . .Dotted Line.” 


‘51 Scotch Imports 
Are Ahead of ‘50 by 
1,000,000 Gallons 


New YorK, Dec. 11—Scotch 
whisky imported into the U. S. 
during the first nine months of 
1951 amounted to 1,000,000 gallons 
more than was imported during 
the comparable period of 1950. 

However, all the whisky is not 
yet on the market. Tax-paid with- 
drawals for entry into trade chan- 


|nels here are only 39,000 gallons 


more for the first nine months 
against the same period last year. 

These facts were cited here last 
week by Harry L. Lourie, execu- 
tive v.p. of the National Assn. of 
Alcoholic Beverage Importers, at 
the annual Wine Tasters Society 


Nationaliy Represented by . 
ee — menage STARTS SAFETY CAMPAIGN—Roger W. Clipp, general manager of WFIL and banquet. 
4j osep » Armstrong has been  WFIL-TV, Philadelphia, helped open a month-long ‘Silly Willy” traffic safety cam- 
Soy om ee laa a a ars sg oo od — paign on the ab side of Philadelphia's City. Holl with "Silly Willy” ond. “Daly 

‘im oll eilticiald vader sesh y sere fangs Be he rosley Dilly,” who characterize the mythical traffic violators, looking on. The campaign, on the market, he said, is largely 
— GET ‘OUR CITY ZONE FOLDER — ivision, Avco Mig Corp., Cin- including hundreds of postings, cor cords and continuous spots on the two stations, ‘ te 7 wh sete 
einnatl is being co-sponsored by the stations and the Philadelphia Highway Traffic Boord. due to the recent longshoremen’s 
’ - — intial anil strike in New York and other east- 

ern ports. Large imports were re- 
ceived here just before the increase 
in the tax rate a month ago, he 
said, and were held up on docks 
and in ships’ holds. 

Another major factor, Mr. Lourie 
said, is that demand for Scotch in- 
creased very little this year. Cana- 
dian whisky, however, has shown 
a remarkable increase in popular- 
ity. Canadian imports, he said, 
during the first nine months of 
1951 increased 1,337,000 gallons 

Scotch is not losing out in the 
American market, he said, but 
Scotch is meeting greater competi- 
tion and Canadian whisky is be- 
ing advertised more effectively 
than in the past 


@ The reason more Scotch is not 


— | 
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Lawrence G. Malone Forms 
‘Own Advertising Agency 

Lawrence G. Malone has formed 
his own advertising agency, Law- 
rence G. Malone & Associates, 
with offices in 
Grand Central 
Terminal, New 
York. He was 
formerly with 
Albert Frank- 
Guenther Law, 
New York, where 
he was in charge 
of industrial ac- 
counts. 

Mr. Malone 
was with G. M. 
Basford Co., New Lawrence G. Malone 
York, for more 
than 20 vears before joining Al- 
bert Frank-Guenther Law. He is 
also a member of the faculty at 
New York University and has 
been teaching advertising courses 
in the school of commerce for the 
past six years 


Adams Joins Robotham 
Edward G. Adams, formerly 
with Fuller & Smith & Ross in 
Cleveland, has joined Edward W 
Robotham & Co., Hartford, Conn., 
as an account executive. Before 
joining F&S&R he was assistant 
advertising manager of the light- 


ee ing division of Sylvania Electric 
Products Inc., New York. 
f Miller Joins Bendix 
Raymond E. Miller, formerly 
sales training and promotion man- 
ager of Westinghouse Electric 
Corp., Mansfield, O., has been ap- 
pointed dryer sales promotion 
ay of Bendix home ap- 
“ : ° ° ° or % Pia pliance division, Avco Mfg. Corp., 
Have you considered using Kimberly-Clark coated papers: couth Bend. 
‘ Fully-coated Kimberly-Clark Printing Papers will add crisp in CANADA 
treshness and sparkling new eye-appeal to your reports, adver- 
tising pieces, brochures and house organ — often at remarkable ' 39% “ the 
savings in cost. Today —ask your buyer or printer to see new English-speaking Families 
‘ Hifect’ Enamel. Trufect’, Lithofect” Offset Enamel and read 
Multifect*— and compare them with the paper he is now using The STAR WEEKLY 
Ask for Informatien 
i KIMBERLY- CLARK CORPORATION, NEENAH, WISCONSIN 
P WARD-GRIFFITH CO. 
; The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Advertising Age, December 17, 1951 


Be Original, Use Good Taste in Ad Art, 
Rondell Tells Cleveland Art Directors 


CLEVELAND, Dec. 11—The adver-, 
tising artist who creates his art} 
primarily for the sake of busi- 
ness can best serve business by 
using originality and good taste. 

Lester Rondell, art director of | 
Scheideler, Beck & Werner, New | 
York, gave this message to Cleve- | 
land art directors, saying: 

“Advertising is a most highly 
developed form of salesmanship, 
using a world of word and picture 
devices in its basic effort toward 
mass persuasion. As art directors, 
it is our responsibility to keep 
these devices from becoming a 
static combination of technical 
tricks.” 


® Mr. Rondell, former director of 
the New York Art Directors Club 
and a fine arts painter, spoke at 
the Cleveland Art Directors Club's 
annual awards luncheon. The club | 
awarded 44 prizes in 16 classifi- | 
cations. | 

“The more ways art direction | 
demonsirates that good art means | 
good business, the more freedom 
art directors will be given to de- 
velop their ideas,’ Mr. Rondell 
said. “This is a goal worth attain- 
ing, both for the artist and for 
business 

“Art directors belong to ‘one of 
the newest professions,’ and there 
is some confusion as to what they 
are, and do,” Mr. Rondell said. 


se “Not many years ago the art 
departments of advertising agen- 
cies and magazines were staffed 
only with ‘layout men’ and ‘paste- 
up’ boys. When a paste-up boy 
grew up he became a layout man,” 
Mr. Rondel! recalled. 

“Today, due to the astounding 
advances of technology and the 
introduction of rubber cement, 
the paste-up boy has been re- 
placed by a ‘mechanical man.’ A 
well-oiled mechanical man can 
one day turn into an art director.” 

The term “art director,” he 
said, as one distinguished director 
once complained, makes the direc- 
tor resemble a traffic cop stand- 
ing at an intersection and direct- 
ing some art north and turning 
some art south 


e Mr. Rondell complimented the 
Cleveland group for arranging to 
display the winning entries, along 
with 163 other pieces of advertis- 
ing art, at Fenn College. “Annual 
exhibits by the art directors 
clubs throughout the country are 
doing a splendid job of highlight- 
ing the role of the art director in 


advertising and publishing,” he 
asserted. 
William G. Cannell, art direc- 


tor of Gibbons-O'’Neill Inc., was 
named winner of the “best in 
show” award for a three-color ad | 
for St. Mary’s blankets. Art work 
on the top award was done by 
Evaline Ness. 

Three first-places each went to 
Leroy Lustig, of Lustig Advertis- | 
ing; Burton Adams of Burton Inc. | 
and now with Lou Federman As- 
sociates, and Larry Gray of Lang, 
Fisher & Stashower. | 

Two firsts were awarded to Mr. 
Cannell and V. C. Kenney, of Gris- | 
wold-Eshleman Co., and Clark 


LYNCHBURG 


“Metropolitan” Lynchburg retail 
sales—36% HIGHER THAN THE 
U. S. AVERAGE! 


Only the News-Advance covers this 
basic Virginia market of over 
50,000 city zone population. 
ADVERTISE IN LYNCHBURG—GET OUR MARKET FOLDER 
Ral) Regerecented by 

WARD-GRIFFITH CO. 

The Word-Griffith Co. maintains offices 

- in all principal advertising centers 

— GET OUR CITY ZONE FOLDER — 


Maddock, of McCann-Erickson. 
Herbert A. Smith of EWN art 
studios won the other first award. 


's Contest categories ranged from 


design of complete unit for news- 
papers, magazines, industrial and 
trade publications and car cards, 
all the way to two, three and four- 


| color general illustrations. 


Judges for the Cleveland com- 
petition were Alex Steinweiss, de- 
signer of Columbia record album 
covers; Halsey Davidson, v. p. of 
Campbell-Ewald Co., Detroit, and 
Laurence Schmeckebier, director 
of the Cleveland Institute of Art. 


Direct Ad Associates Moves 
Direct Advertising Associates, 

New York, has moved to larger 

quarters at 292 Madison Ave 


3 Sponsor Symphony on TV 


Gates Motors, Indianapolis De- 
Soto-Plymouth dealer; Gibson Co., 


Indianapolis distributor of Arvin 
products, and Arvin Industries 
c., Columbus, Ind., will co-spon- 


sor seven telecasts of the Indian- 


apolis Symphony Orchestra_ in 
what has been called the nation’s 
first commercially sponsored TV 


series featuring a major symphony 
orchestra. Gates Motors will spon- 
sor the first broadcast Tuesday, 
Dec. 18, 8-8:30 p.m., CST, and the 
remaining six programs on the 
following Tuesdays at the same 
time will be sponsored by Gibson 
Co. and Arvin Industries cooper- 
atively. Because the orchestra will 
be engaged on a tour, the series 
will be suspended during January 
and resumed in February for the 
last four concerts 


NRDGA Promotion Calendar 
The National Retail Dry Goods 

Assn., New York, has issued the 

1952 edition of its sales promotion 


budgeting planning calendar. De- 
signed as a workbook, the calendar 
emphasizes the necessity for plan- 
ning sales and budgeting advertis- 
ing in definite relationship to 
consumer demand by season and 
month, Price the association 
charges: $2.50 for members; $5 
for non-members who are not re- 
tailers, and $25 to non-member 
retailers eligible for membership. 


‘Reporter’ to Green-Brodie 

Green-Brodie Advertising, New 
York, has been named agency for 
the Reporter, New York. News- 
papers, magazines and direct mail 
will be used. 


NORTH CAROLINA 
1. Buying Center of Craven County 
2. Quality of Market—108. 
&. Effective Buying Income 
$16,261,000. 
THE RICH NEW MARKET IS 
SERVED EXCLUSIVELY BY 
THE EVENING SUN JOURNAL 
REQUEST mone FACTS—ADVERTISE IN NEW BERN 


ationally Kepresented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all centers 


advert: 
— GET OUR CITY ZONE FOLDER — 


Christian 


Life 
434 S$. Wabesh Avenve. 
Chicego 5, Iilinols 


THE WAY-TO-DO-IT 
BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS 
ner pain circuation 56,968 — may. 195) 
16.97% Postors 


20.43% Church Officers 
9 39%, Sunday Schoo! Superintendents 


40.51% Sunday Schoo! Teachers 
@eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeceeeeeee 


In M 


Dower... 


Population: 563,832 


») , 


% out of 10 of your prospects 
read THE DENVER POST 


The Denver Post saturates its Retail Trading Zone, blankets the State 
of Colorado, and penetrates the entire Rocky Mountain Empire. 


CIRCULATION 


Daily 
Sunday 


Empire Magazine and 
"Contes 


227,859 
357,324 


388,673 


ABC. Publisher's Statement 
September 30, 195! 
(Subject to ABC. Audit) 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 
PRIMER HOYT, EDITOR AND PUBLISHE 


, Regen 6 Schmitt, Inc 
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50 
things, suggested the publishers 
establish a self-censoring group or 
“the state will be compelled to do 
it for them” and described as ob- 


— 
Committee Hears 
Gleason Defend sesssisic evista 


crime; drawings showing bodily 
H B k injury; plans for commission o! 
omics 00 S crime, and sexually suggestive car- 
toons and semi-hidden pornogra- 

New York, Dec. 10—Accusations phy.) 
of bias, charges involving the He charged the committee as 
“good faith and competency” of, being “unfair and biased toward a 
some witnesses, and occasional great industry” and said its re- 
shafts of humor enlivened testi- port “disparages those who testi- 
mony given last week before the fied in favor of comics while giv- 
New York state joint legislative ing high praise to those critical 


committee to study comics maga- of comics books.” 


zines 


The committee, which held hear-|@ Mr. Gleason also “challenged the 
ings here for two days, was seeking! good faith and competency” of 
advice on possible regulatory legis- | some witnesses, specifically nam- 
lation covering comics books that| ing Dr. Frederic Wertham, psy- 
feature crime and sex. Assembly-| chiatrist at Queens General Hospi- 
man Joseph F. Carlino, Long Beach} tal, who had testified to the 


effect that most of the 80,000,000 
comics books sold in the U. S. are 
concerned with crime, horror and 
lust and are “the cause of psycho- 


Republican, committee chairman, 
said in opening the hearings that 
the comics book publishers “have 
shirked their public responsibility 


in failing to perfect effective self- logical mutilation of children.” 
control.” Mr. Gleason said he personally 
The fireworks came in the testi- “has never known of a substanti- 
mony of Leverett S. Gleason, pub- ated case of delinquency resulting 
lisher of Ley Gleason Publications, from reading comics books.” The 
who read a prepared statement publisher insisted that the “selec- 
while gesticulating constantly and tion of a child’s reading matter 
often banging the table with a js the duty of the parents, not the 
clenched fist state,” and declared that censor- 
ship was not the answer to the 
@Mr. Gleason expressed sharp problem. 
cfiticism of the “methods” of the Mr. Gleason admitted that the 
COmmittee and of its findings in| standards of comics books “could 


the comics field contained in a re- 
pert published last March 
(The March report, among other 


"PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
_ THE PATERSON CALL 
I@ 1950 Department Stores Sched- 
d Most Of Their Advertising In 


be raised” and testified that the 
publishers “have a profound sense 
of responsibility” in this direction. 
“Self-regulation is the only an- 
swer,” he said. “Censorship would 
result in disaster.” 


@ When Mr. Gleason stepped down, 
Mr. Carlino offered a rebuttal to 
the charge that his committee is 


The Paterson Call To Cover This »iased against the comics industry. 
Third Large st Market In New He said its report exonerated 75- 
Jersey 80% of the industry of any offen- 

@eovesr MORE FACTS—ADVERTISE IN THE CALL Siveness. 
seman rnewesat ed Mr. Carlino summed up the 


testimony of the publishers who 
appeared before his group as fol- 
lows: “We recognize there is some 
evil in the industry, but there is 


WARD-GRIFFITH CO. 
the Word-Griffith Co. maintains offices. 


in atl principal advertising centers 
= GET OUR CITY ZONE FOLDER — 
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Furriers Say FTC 
Fur List Means 
Glamorless Labels 

WASHINGTON, Dec. 10—Fur in- 
dustry members complained last 


| 
| 
j 


| 
| 


| 


| 


SIGN CONTRACT—Karl F. Scheidt, president of Adam Scheidt Brewing Co., Norris- 


town, Pa., brewer of Valley Forge beer ond Rams head ale, signs a contract for | 
all-day television coverage of the famous Philadelphia New Yeor's Mummer's | 


parade. Seated with Mr. 


looking on, left to right, Robert M. McGredy, 
T. Carter Glysteen, of Ward Wheelock Co., 


Scheidt is Donald W. Thornburgh, president of WCAU. 


sales manager of WCAU-TV, and | 
the Scheidt advertising agency. 


nothing you can do about it legal- 
ly.” The assemblyman later added, 
speaking to Mr. Gleason: “Your 
industry is not able or not willing 
to regulate itself.” 

A witness who favored legisla- 
tive control of comics books was 
Mrs. Lawrence P. Mills, of Broad- 
albin, N. Y., who said she is a 
leader in parent-teacher groups 
in her section and head of a citi- 
zenship training course in Fulton 
County. 


@ Mrs. Mills declared that boys 10 
or 11 years of age “no longer care 


for innocuous comics” and go in 
for “pernicious” crime comics. 
Such reading, she said, “makes 


children want the wrong kind of 
adventure, addles their brains and 
holds them back in school.” 
Pointing out that children legal- 
ly are minors, she proposed legisla- 
tion that would forbid the sale of 
comics to those under 16 years 
The best answer to the whole 


No Increase 
in Rates! 


» . ! 
Compare! Now more than ever, AMERICAN RES- 


TAURANT MAGAZINE costs less whether judged by cost 
per thousand subscribers, cost per page, or any other 
measure. Compare with any publication and you'll see 
that you SAVE when you SELL with AMERICAN RESTAU- 
RANT MAGAZINE. 

Compare editorial values—high readership, industry 
leadership, quality circulation—values that produce sales 
for odvertisers. 

Every year, for the past 10 years, AMERICAN RESTAU- 
RANT MAGAZINE has carried more advertising—and 
more exclusive accounts—than any other restaurant pub- 
lication. Schedule a vigorous campaign for 1952 in 
AMERICAN RESTAURANT MAGAZINE—~your best buy on 
any comparison. 


@ American Restaurant 
MAGAZINE 


Published by Patterson Publishing Company 
5 South Wabash Ave., Chicago 3, Ill. 
Also Publishers of AMERICAN MOTEL MAGAZINE 


28,000 ABC Net Paid 


per 
Only $41 thousand 


Sells your product at 
lowest cost 


problem, Mrs. Mills said, would} 
be pre-publication censorship. 

Justice James Mulholland, of do- 
mestic relations court, city of New 
York, read a petition signed by 50 
women of Immaculate Conception | 
Church, Jamaica, N. Y., asking the 
creation of a board of censorship} 
on comics that “glorify 
crime.” The judge said that “most 
children appearing before me read 
comics and in many they 
have precipitated the delinquent 
acts of children.” 


to pass 


cases 


Roosevelt and Associates 
Seek to Purchase WINS 


James D. Shouse, board chair-| 
man of Crosley Broadcasting Corp., 
New York, has announced that} 
interests represented by Elliot 
Roosevelt have made inquiry as to 
the possibility of buying WINS, | 
New York, owned and operated 
by Crosley. The statement was 
prompted by a report in Variety 
that Elliot Roosevelt, his brother, 
John Roosevelt, and Henry Mor- | 
genthau III are trying io acquire 
both WINS and an ultra-high fre- 
quency television station in New 
York. 

According to Mr. Shouse, no of- 
fer has been made as yet and the 
company has made no decision as 
to the disposition ef the station in 
the absence of an offer. “Should 
an offer be made,” he said, “it 
will be considered as a matter of 
normal routine and on the basis 
of such an offer.” 


To Edit ‘Chatelaine’ 


Lotta Dempsey, Canadian news- 
paper columnist and radio com- 
mentator, has been appointed edi- 
tor of Maclean-Hunter Publish- 
ing Co.’s Chatelaine, effective 
Jan. 1. She succeeds Byrne Hope 
Sanders, who has resigned to enter 
a business partnership with her 
brother. 


Sonotone Names Kudner 

Sonotone Corp., Elmsford, N. Y.,| 
has appointed Kudner Agency, | 
New York, to handle consumer 
advertising. Doherty, Clifford & 
Shenfield, New York, retains the 
professional division. Lloyd, Ches- 
ter & Dillingham, New York, is 
the previous consumer agency 


week that the Federal Trade Com- 
mission's proposed list of fur bear- 
ing animals will take the glamor 
out of coat ads and labels 

To dramatize their case, indus- 
try members produced a bevy o' 
handsome coats and models 

“The word ‘rabbit’ certainly 


| does not describe these garments,” 


| the industry members contended 
| They argued that the FTC should 
| permit continued use of the desig- 
nation “coney” for the specially 
bred rabbits consumed in the coat 
industry. 

Other industry members fought 


to retain the designations “per- 
sian,” “mouton” and “broadtail” 
for plain lamb, and “sable” for 


various kinds of “marten.” 

The FTC is working up the list 
of animal names under provisions 
of the new fur labeling law, which 


| prevents fur ads and labels from 


|carrying an animal name unless 
;}it appears in the animal name 
grade being issued by the com- 


mission, FTC's list is to be issued 
by Feb. 9, and the labeling law 
is to become effective Aug. 9. 


Hewitt Breaking Campaign 
for the 1952 British Fair 


The 1952 British Industries Fair 
will break its U.S. campaign next 
month through Hewitt, Ogilvy, 
Benson & Mather, New York. Me- 
dia plans include newspaper ads, 
mostly 75 lines and mostly in New 
York, and small-size insertions in 
Business Week and U.S. News & 
World Report. The campaign will 
run through March 

The fair, which is Britain’s 
greatest industrial exposition, will 
have merchandise for export, no 
matter what problems must be 
met, according to Sir Norman Kip- 
ping, director-general of the Fed- 
eration of British Industries. More 
than 3,000 exhibitors, occupying 
more than 1,000,000 sq. ft., are ex- 
pected. Last year, 99,000 home 
buyers and nearly 20,000 over- 
seas buyers registered at the fair. 


Expands Sales Exec. Staff 
Allied Radio Corp., Chicago, 
radio, television and electronics 
parts producer, has expanded its 
sales executive staff. The new 
merchandising and selling team is 
headed by Alex Brodsky, mer- 
chandising manager, with S. H. 
Levery, sales manager, J. W. Rubin 
sales promotion and advertising 
manager, and L. M. Dezettel, pur- 
chasing agent. All of the men are 
old-time employes of the company. 


PEORIA 


ILLINOIS 
Buying Center for the Rich 
PEORIArea Market, Blanketed With 
THE PEORIA JOURNAL STAR 
1--LARGEST Circulation in Ilinois.* 
2—LARGEST cog Market in Iili- 


13 County 


| noi bd Pop. 250.512 

3—“BEST Test Market in Midwest” says 
every S.M. Test Survey. 
WHOLESALE SALES 2', TIMES 


LARGER than any other Illinois City.* 
*Except Chicago 
WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 
Represented Nationally by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


$309 HAMILTON AVE 


A Modern Plant Fully Equipped F 


Gets Things Done bast 
GROADSIDES - TABLOIDS - CIRCULARS 
PRESS PASTED BOOKLETS 
COMICS - MINIATURES - FOLDERS 
LEAFLETS. DIRECT MAIL PIECES 
CATALOGUES -FLAT SHEETS - INSERTS 


CLEVELAND 14 OHIO 


VEALLRPROREL BELBOLASONR 1-44646 


COMPOSITION - ENGRAVING - PRINTING - SHIPPING 
and right! 


or 


HIGH QUALITY 
LOW COST 
We are serving mony of Americe's 


leading odvertisers. Coll, Write, 
Wire or Teletype (CV 25) tedey! 
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Department Store Sales... 


Advertising Age, December 17, 1951 


Sales for Week of Dec. 1 Up 5% 


WASHINGTON, Dec. 11—Depart-! 
ment store sales for the week 
ended Dec. 1 were up 5% over the 
corresponding week of 1950, the 
Federal Reserve Board reports. 
The sales index reached 466, high- 
est since 1949 for the week, but 
less than that for 1948, whose 
marks for the previous four weeks 
were topped by 1951 sales. 

This 5% increase is not com- 
pletely indicative of the nation’s 
over-all activity, since seven of the 
12 districts recorded slight losses 
for the period, with the national 
average being considerably in- 
fluenced by an unusually high gain 
of 63° in the Cleveland district. 

Other gains throughout the 
country included the Dallas area, 


DEPARTMENT STORE 
SALES INDEX — 


1935-39 EQUALS 100 


Week to Dec. 1, '51*. 


Week to Dec. 2, '50*......444 
Week to Dec. 3, °49*...... 449 
Week to Dec. 4, °48*......485 
Month of Oct., °51......p303 
Month of Oct., '50_.......291 


pPreliminary. 


*Not adjusted seasonally. 


up 10%; the St. Louis district, up 
2%, and the Kansas City and Rich- 


mond districts, up 1%. 

District losses included those in 
the Minneapolis area, down 6%; 
the Philadelphia area, off 5%; the 
New York and Chicago districts, 
off 3%; the Boston and San Fran- 
cisco areas, each minujy 2%, and 
the Atlanta district, down 1%. 

Large gains in Ohio cities were 
responsible for the Cleveland area 
gain: Cleveland itself recorded a 
68% increase; Columbus was up 
60% ; Akron, 43%, and Cincinnati, 


plus 15%. Little Rock and San 
Antonio showed gains of 24% and 
15%, respectively. 

Among the cities, losses were 
fairly low. Duluth-Superior was 
off 12%; St. Paul showed a 10% 
loss; Birmingham was down 9%, 


and Portland, 


7% loss 


Ore., registered a 


“| Change from “ju 


Week Ended 
Federal Reserve Nov. Nov. Dec 
District and City Pi eT 1 
UNITED STATES 2 a 3 
Boston District _ 7 —? 
New Haven -9 a4 —6 
Boston 3 8 —3 
Lowell-Lawrence 8 7 -5 
Springfield —§ 3 2 
Providence -11 —l —4 
New York District —! ot I 
Newark 5 r22 —! 
Buffalo 4 r7 7 
New York 6 ri5 —4 
Rochester 6 4 
Syracuse 9 3 
Philadeiphia District rl —5 


os 
= 


Philadelphia 


4 

5) 

3s 
3 4 
Cleveland District ‘ " 63 
Akron 2 52 43 
Cincinnati —1 il 15 
Cleveland —2 45 68 
Columbus 9 19 60 
Toledo 1 15 ~1 
Erie 2 32 12 
Pittsburgh 11 . 
Richmond District 4 re 1 
Washington 4a 3 3 
Baltimore 4 20 4 
Atlanta District 5 rit —1! 
s.rmingham 1 13 9 
Jacksonville 4 24 —1 
Miami 4 1 5 
Atlanta 2 11 —3 
Augusta 28 32 ° 
New Orleans 8 3 4 
Nashville 5 20 5 
Chicago District 1 zz: —s 
Chicago 1 3 —4 
Indianapolis 4 6 y 


PORT HURON 


MICHIGAN 

Retail sales INCREASED 480/; 
in the last 10 years. Your ad- 
vertising in the PORT HURON 
TIMES-HERALD will cover 
that market! Our MERCHAN- 
DISING DEPARTMENT will 
help you! 

SEND FOR OUR PORT HURON MARKET FOLDER 

WARD-GRIFFITH CO. 

The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Detroit 
Milwaukee 
St. Louis District 
Little Rock 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City District 
Denver 
Wichita 
Kansas City 
St. Joseph 
Oklahoma City 
Tulsa 
Dallas District 
Dallas 
El Paso 
Fort Worth 
Houston 
San Antonio 
San Francisco District 
Los Angeles Area 
Oakland 
San Diego 
San Francisco 
Portland 
Salt Lake City 
Seattle 
Spokane 


rrevised 
Data not available 
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AFA Sets Annual Awards 


Winners in the 12th annual Club 
Achievement Awards competition 
of the Advertising Federation of 
America will be announced at the 
federation’s 48th annual conven- 
tion at the Waldorf-Astoria in 
New York, June 8-11. First and 
second place awards will be made 
in each of three categories: pub- 
lic relations for advertising, public 
service through advertising, and 


education in advertising. Closing 
date for the competition is May 5, 
1952 


Armstrong Named Manager 

Joseph L. Armstrong, v.p. in 
charge of sales of Crosley Motors 
Inc., Cincinnati, has been ap- 
pointed manager of the air-con- 
ditioning sales section of the Cros- 
ley division of Aveo Mfg. Corp., 
Cincinnati 


like many Ward-(riffith 
the Jersey Journal. He is well k 
York and the Philadelphia territory 

is Manager of our Philadelphia Office 
to help you push your product 


George Gundling 
newspaper 
George 


Georg 


All business is local! 


Adams to Edward Robotham 


Edward G. Adams, formerly an 
account executive with Fuller & 
Smith & Ross, Cleveland, where he 
handled the lighting division ad- 
vertising for Westinghouse Elec- 
tric, has been appointed an account 
executive at Edward W. Robotham 
& Co., Hartford agency. Mr. Adams 
at one time was assistant manager 
of the lighting division of Sylvania 
Electric Products Inc., New York 


men, obtained his early with a 
pown among advertisers and agencies in New 
an active member of the Poor Richard Club 
e, or any Ward-Griffith man, will be delighted 
hewspaper advertising! 


experience 


Buy 


Please note individual advertisements of our newspapers throughout this issuc. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building 
Wrigley Buildin, 
General Motors Building 
Statier Office Buildiny 
22 Marietta Street 

215 Builders Building 
Russ Building 

Lincoln Liberty Building 


GET OUR CITY ZONE FOLDER 


Plaza 5-7028 NEW VORA 
Superi 248 CHICAGO 
Trinity 3-6365 DETROIT 
Liber sA6y BOSTON 
Walnut 12731 ATLANTA 
»- 8020 CHARLOTTE 
Yukor 2-6028 SAN FRANCISCO 
Locust 4279 PHILADELPHIA 


L 


Champion Kromekote Colorcast Gift 


Wrap is a resplendent new addition t 


the Kromekote line of cast coated papers 


Brilliant lightHast colors and superior rul, 


resistance combine to make Kromekote 


Colorcast outstandingly distinctive for 


gilt wrapping purposes. 


Kromekote is the registered trodemark of 
The Champion Paper and Fibre Company 


Whatever Your Super Putlem... His al balling: Champion 


PH 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


District Sales Offices in New ¥ ork, Chicago, Vhiladel phia, 
Detroit, St. Louis, Cincinnati, Adanta, Dallas and San 
Francisco. Distributors in every major city. 
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Gale Telis Value of 
Institutional Ads 
at Boston Adclub 


Boston, Dec. 1] “Advertising 
has showed a new direction in re- 
cent tendency toward 
service bevond that of merely ad- 
vertising the product,’ Samuel 
Gule, v.p. in charge of advertising 
and home services of General Mills, 
told the Advertising Club of Bos- 
ton today. And Mr. Gale also de- 
clared that the Betty Crocker cam- 
pailgn of General Mills was a pio- 
neer in that movement 

A distinguishing feature of the 
U. S., he said, is that it looks to 
ousiness leadership to determine its 
policies. “And advertising being 
the major mass voice of business. 
and particularly in representing 
this country in other countries,” he 
continued, the new philosophy of 
ervice in advertising is an im- 
portant one in these days of U. S 
world leadership. “Such promotion 
leaves an effect beyond that of 
leading up to sale,” Mr. Gale 
said 

“There is no limit to the growth 
of this service,” according to Mr 
Gale, “and, in our case, Betty 
Crocker has taken over greater em- 
phasis in our advertising each year 
so that now nearly 75% of our pro- 
motion is concerned with her.” 


years a 


® General Mills would hardly have 
ventured inte the home appliance 


fi@ld had it not been for Betty 
Cfocker's close contact with her 
following, he stated. “In public 


s@rvice and public relations Betty 
Crocker has become the voice of 
General Mills as well as its prod-| 
ugts.” 

He said that Betty has acquired | 
h@ér standing through scrupulous 
t@ting and analyses that Genera! | 
Mills puts behind her 

“There are 1,500 employes em-| 
ployed to test her recipes, etc.,” he 


diBclosed. The first test is in the 
General Mills kitchens; then a 
C®ss-section of homes try out tiv 


S@vice under the supervision c 
the kitchens, and lastly, the market 
afialysis department has the final 
pfocedure tested by housewives 
who hear or read of it as (he aver- 
age consumer would 

“Unless it rates 80% approval} 
im the families tested, the service | 
goes back for reworking until it} 
dées. Only then is it promoted,” | 
Mr. Gale said | 


Canadian Opinion Co. 
Changes Name to Sanders 
Canadian Opinion Co., Gallup} 
research organization in Canada, | 
has announced that it will be| 
operated after Jan. 2 as Sanders | 
Marketing Research and Canadian 
Opinion Co., following a reorgani- 
zation of the company. Miss Byrne 
Hope Sanders, formerly editor of 
Chatelaine, published by Maclean- 
Hunter Publishing Co., Toronto 
(AA, Dec. 3), has joined her 
brother, Wilfred Sanders, director 
of the company for the last 10 
years, as co-owner of the new or- 
ganization. Dr. George Gallup re- 
tains an interest in the new com- 


pany 
Miss Sanders and her brother 
will operate both the marketing 


research organization and the Ca- 
nadian Institute of Public Opinion 
(Gallup Poll of Canada) as ma- 
jority partners 
VIRGINIA 

For the Eleventh Successive Year 
Portsmouth Is 

VIRGINIA’S FIRST CITY 
in Sales Management's High Spot 
City Retail Sales Estimates 
City Zone Population 87,966. 

THE PORTSMOUTH STAR 

WE WIL’ COOPERATE—ASK FOR INFORMATION 


Nationally Represented by 


WARD-GRIFFITH CO. 
: riffith Co. maintains offices 
ipal advertising centers 
~ GET OUR CITY ZONE FOLDER - 
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MacCowan Advertising, at 20 N. 
Wacker Drive, Chicago, and will 
service three of FF&M’s accounts: 
Fee & Stemwedel, Chicago; Globe 
Building Materials Co.. Aurora, IIl., 
and Tamms Industries, Chicago. 
All other accounts under the pres- 
ent setup remain with FF&M. 


Shea Elected President 

John J. Shea, for the past 13 
years general production director 
of Hearst Corp., New York, will be 
elected president and general 
manager of Wood Newspaper Ma- 
chinery Corp. Dec. 21 and will 
assume his new cuties Jan. 1. He 
succeeds the late Oscar C. Rosen. 


Yvonne Summa Joins WTAG 

Yvonne Summa, formerly with 
KSIB, Creston, Ia., has joined the 
commercial department of WTAG, 
Worcester, Mass 


Franz and MacCowan 
Dissolve Partnership 

Hervey L. MacCowan and Alex 
T. Franz, partners in Frederick, 
Franz & MacCowan, Chicago agen- 
cy, have dissolved their partner- 
ship by mutual friendly under- 
standing, effective Jan. 2, 1952. Mr. 
Franz will continue to do business 
as Frederick, Franz & MacCowan 
ut the agency's present quarters. 
No staff changes are contemplated 

Mr. MacCowan, who has been in 


Columbia Shifts Dunham 


George R. Dunham Jr., eastern 
sales manager of CBS-TV spot 
sales, New York, since 1948, has 
the advertising field for more than been appointed general sales man- 
30 years, will open his own agency, ager of WCBS-TV, New York. 
aos ee eeeeeenesinnnteesteneneeeee 


and buy 


than 
any other 
magazine 
in the 
world* 


*3.865,000 average single-copy sales per issue...the world’s 


Katz Appoints Dennis 

Ralph E. Dennis, who was with 
American 
many 
sales staff of Katz Agency, New 
York, 
sentative. 


Matson Joins ‘Photography’ 

Christopher 
with the Westchester County Pub- 
lishing Co., has joined the adver- 
tising sales staff of Photography, 
New York, a Ziff-Davis publica- 
tion. 


Broadcasting Co. for 


years, has joined the TV 


radio-video station repre- 


Matson, former] 


largest single-copy 
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McCann-Erickson 
Holds International 
Staff Conference 


New YorK, Dec. 14—McCann- 
Erickson—50 years old this week— 
is holding the first international 
advertising conference staged by 
a single agency. The meetings got 
under way last Monday and will 
end tomorrow. 


The conference—which marks 


the 25th year the agency has been 
operating abroad—has attracted 
135 executives of McCann-Erick- 
son from 26 foreign offices. The 
agency has a total of 430 clients 
here and abroad. 

The main business of the meet- 
ing is to exchange ideas and dis- 
cuss advertising problems and 
methods. Topics under discussion 
include TV and its relationship to 
radio, TV commercials, new re- 
search techniques, marketing strat- 
egy, and the evaluation of sales 


effectiveness of 
media. 

All presentations are being made 
by the agency’s management and 
there are no outside speakers or 
guests. The sessions are closed. 


copy in various 


Brooks Shifts Roy Liden 


Roy Liden, in the Boston sales 
office of Brooks Bank Note Co., 
has been shifted to the company's 
Springfield, Mass., headquarters as 
of Jan. 1 to become field sales 
manager. 


circulation...on sale at all A&P stores. 


Dale Jones Opens Agency 

Dale Jones, formerly a partner 
in the recently dissolved agency 
of Coleman-Jones, Los Angeles, 
has organized an agency, Dale 
Jones & Associates, at 202 N. Bev- 
erly Dr., Beverly Hills, Cal. 


ABC Appoints Bob Sill 

Bob Sill, formerly with the pub- 
licity department of Warner Bros., 
has been appointed to the staff of 
American Broadcasting Co.’s west- 
ern division press department, 
Hollywood 


53 


Liberty Radio Net 
Signs Up WMGM 


New York, Dec. 14—Liberty 
Broadcasting System—the fifth 
major live radio network—is mak- 
ing its long-expected entry into 
the New York market. This week 
affiliation papers were signed with 
WMGM, 50,000-watt Metro-Gold- 
wyn-Mayer station 

Started four years ago with a 
single Texas station by Gordon B 
McLendon, Liberty now has more 
| than 430 affiliates in the United 
| States, Hawaii and Alaska. Its 
| programming specialty has been 
major sports events, baseball in 
particular. The network currently 
has a 16-hour daily program 
schedule. 

WMGM will feed live studio 
programs as well as sports remotes 
to the network, Bertram Lebhar 
Jr., director of the station, ex- 
plained. On occasion, other Liberty 
affiliates will originate sports and 
other program features for WMGM 
| Studio and recording facilities of 
| the station will be made available 
to Liberty personnel, he said 


}@ None of WMGM's advertisers 
| will be subject to any time pre- 
| emptions because of the Liberty 
broadcasts, Mr. Lebhar said, nor 
will affiliation with the network 
affect the recent agreement made 
by MGM Radio Attractions to pro- 
vide Mutual Broadcasting System 
with 10 nighttime programs fea- 
turing Hollywood stars. 

MGM Radio Attractions’ eon- 
tract with Mutual prohibits the 
| former from “providing a similar 
block of programming service of 
| motion picture properties and stars 
to any other network during the 
life of the agreement.” 


Wamsutta Aanounces Drive 

Wamsutta Mills, New Bedford, 
Mass., manufacturer of sheets @nd 
cotton fabrics, has been running 
spreads in trade publications to 
announce two major promotiog—s: 
the company’s first a 
program, featuring boxed r - 
chandise in color ads in Hotse 
Beautiful, House & Garden, and 
Life; and the January white gale 
using full-color spreads in H@r- 
per’s Bazaar, House Beautiful, 
House & Garden, The New Yorker, 
Sunset and Vogue plus copy in the 
Christian Science Monitor. Mc- 
Cann-Erickson, New York, is the 
agency 


Allis-Chalmers Names Two 
The general machinery division 
of Allis-Chalmers Mfg. Co., Mil- 
waukee, has promoted Richard N 
Nelson, who has been with the 
company’s advertising and indus- 
trial press department since 1942, 
to supervisor of copywriters, and 
has appointed James W. Murphy, 
formerly an account executive 
with Cramer-Krasselt, Milwaukee 
agency, supervisor of special as- 
signments in the department 


George Patton Co. Bows 


George Patton has organized an 
agency under the name George 
Patton Co. at 457 N. Canon Dr., 
Beverly Hills, Cal. Accounts han- 
died include James J. Kerwin Co., 
distributor for Raytheon television, 
and Urich’s Serve-Yourself Sta- 
tions, Los Angeles. The Urich ac- 
count formerly was handled by 
Ralph Yambert Organization, Los 
Angeles 


QUINCY 


MASSACHUSETTS 


Fourth (4th) Market in Massachusetts - 
Covered By The 

QUINCY PATRIOT-LEDGER . 
$119,399,000 Effective buying 

income 
$99,277,000 Retail Sales 

uality of market index 112 
Advertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIGUTION SuRVEY 


Nationally Represented by 


WARD-GRIFFITH CO.- 
The Word- Griffith Co maintains offices 
conters 


in all principal advertiung 
GET OUR CITY ZONE FOLDER 
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Trend Towards ‘One-Roof’ Shopping Is Major 
Topic at Oil Industry's TBA Group Meeting 


Sr. Louts, Dec. 11—The trend to- 
wards shopping under one roof 
was given major emphasis by 
seven speakers at the annual meet- 
ing of the Oi] Industry Tire, Bat- 
tery and Accessory Group, held at 
the Chase Hotel here Dec. 3-4. 

The 460 TBA representatives 
who attended the meeting were 
urged to take full advantage of that 
trend by Lee R. Jackson, president 
of the Firestone Tire & Rubber Co 

“Business today is not just a 
struggle: for survival — a struggle 
to destroy competitors — but an 
effort to win good will, friendship 
and patronage of customers,” Mr 
Jackson told the group 


Mr. Jackson affirmed that the 
TBA business looks encouraging, 
but he cautioned that there will 


be plenty of competition. “We will 
do well to reexamine our prod- 
ucts, plans, policies and manpower, 
to make sure we are ready and 
prepared with our most effective 
selling and service.” 

The speaker praised the TBA 
group for its progress but admitted 
there was much to be done in the | 
field of dealer training and de-| 


velopment for better tire selling | 
and merchandising 

Seeking up-to-date facts on 
sales, service and customer acti- 
vities among the oil company sta- 
tigns, Firestone’s marketing re-| 
s@arch department surveyed 107 


stations in four states to get sales 
and service information and cov- 
eréd 114 stations in five states to 
learn how customer follow-up was 


being handled 


@ *To secure the sales and service 
information, part of the calls were 
m@de in a 1951 car and part in a 
1946 car, both of which had been 
specially prepared to provide ex- | 
ce@ptionally good opportunities for 
giving free services and engaging 
in’ plus-selling efforts. The right 
fr@nt tires were smooth, the right- 
hamda windshield wiper blades 
. missing, the glass had been 
spied with special sprays, the 
right front tires were badly de- 
flated and at each station the in- 
V@@tigator bought five gallons of 
gaB and asked the attendant to 
‘fi it up’ if he needed a smaller 
amount than that.” 

Mr. Jackson did not reveal the 
specific findings of the survey but 
admitted they showed a “tremen- 
dous need to improve service and 
plus-selling on the gas island and 
to do a better customer follow-up 
job.” 


® Discussing trends in retail mar- 
keting, C. F. McGoughran, v.-p., 
Sinclair Refining Co., New York, 
pointed out that studies indicate | 
that the motorist calls at the serv- | 
ice station approximately 62 times | 
each year for gasoline; offering 62 
opportunities for the service sta- | 
tion salesman to acquire extra 
profits in the form of TBA sales 

Mr. McGoughran contended that 
four factors have and will con- 
tinue to change the status of the 
service station as well as its ap- 
proach to retail marketing. These 
factors are 

1. General over-all increase in 
population that has taken place in 


ROCKY MOUNT 


NORTH CAROLINA 
The LARGEST MARKET 
east of Raleigh and north of 
Wilmington served exclusively 
by its only newspaper the 
Evening and Sunday Telegram 
SEND FOR OUR STANDARD MARKET DATA BOOK 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith.Co. maintains offices 
in all principal advertising centers 

~— GET OUR CITY ZONE FQ 


recent years 
2. General 
ments. 
3. The decentralization move- 
ment which has affected practi- 
cally all urban communities. 


population move- 


4. Changing buying habits of 
the farm population. 
The fifth consideration, result- 


ing from the first four, is the ac- 


ceptance of the “one-stop” idea in 
the whole field of retail marketing. 


® Mrs. Casilda V. A. Wyman, man- 
ager of commercial research for 
Farm Journal Inc., told the group 
that they are missing a good bet 
by not catering to women custom- 
ers. 

“A woman in an automobile is 
no different from the woman in 
your home; she likes attention. No 
woman was ever wooed and won 
by neglect. She’s a lady treat 
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her like one.” 

The following TBA managers 
were elected chairmen at the an- 
nual meeting: C. W. Henkins, Pure 
Oil Co., Chicago, national chair- 
man; William M. Schmitt, Sun Oil 
Co., Philadelphia, national vice- 
chairman; E. L. Arnold, Standard 
Oil Co. of Ohio, Cleveland, na- 
tional secretary; William R. Kelly, 
Sinclair Refining Co. of New York, 
eastern regional chairman; Art 
Sweet, Humble Oil and Refining 
Co. of Houston, midwest regional 


chairman, and W. J. Matson, Tide 
Water Associated Oil Co. San 
Francisco, Pacific Coast chairman. 


Sheehan Joins Sarra Inc. 


Gordon Sheehan, formerly free- 
lance animation director on com- 
mercial and military film subjects, 
has been appointed animation di- 
rector on the creative and film 
planning staff of the Chicago stu- 
dio of Sarra Inc., film producer. He 
will work on television film plan- 
ning for TV advertisers and their 
agencies. 


IS “SALESMAN’ 
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Cuicaco, Dec. 12—The Finnish 
Olympic Organizing Committee 
has authorized the U. S. Olympic 
Committee to sell television rights 
to film recordings of the games to 
American advertisers. 

The U. S. committee has been 
appointed to negotiate for the sale 
of exclusive TV rights for the 1952 
Olympic Games, scheduled for Hel- 


1951 


U.S. Olympic Committee Opens Bidding 
for Sponsorship of the 1952 Games on TV 


sinki, Finland, from July 19 to 
Aug. 3. 

Negotiations between the com- 
mittee, headed by J. Lyman Bing- 
ham, executive director, and tele- 
vision networks, agencies and 
sponsors are getting under way 
this week. 

The committee, which has tele- 
vision film recording rights for 


and South 
S., also 
will market both television and 
radio rights to the final tryouts 
conducted to select the U.S. Olym- 
pic team. 

Offices of the committee are lo- 
cated at 10 N. LaSalle St. here 


and Central 
America as well as the U. 


Canada 


Kingsley Retires 

Paul J. Kingsley, associated with 
the New York sales staff of Ladies’ 
Home Journal for more than 25 
years, retired on Dec. 1 


Buckley Publishes Book 

Robert D. Buckley, director of 
art production for Bennett, Wal- 
ther & Menadier, Boston agency, 
is the author of the recently pub- 
lished book, “A Basic Guide to 
Lettering.” 


Names Duftin to PR Staff 
Daniel J. Duffin, formerly with 
Unified Promotion Advertising, 
New York, has joined the public 
relations department of American 
Locomotive Co., Schenectady, N. Y. 


services. 


“Mechanized Selling” 


And it is your salesman when it is carrying 
your advertising . . . contacting your pros- 
pect .. . arousing interest . . . creating prefer- 
ence for your company, your product. your 


We call Business Paper advertising 
because it applies 


the high speed, low-cost tools of advertis- 
ing to the preliminary steps which must be 
traveled along the way to a sale. It reduces 
the cost of personal selling by permitting 
your salesmen to concentrate more of their 
valuable time on the important part of the 


CAN SIT ON YOUR 


PROSPECT’S DESK 


job which they—and they alone—are best 
equipped to handle. 


And if the product is in short supply 
today, consistent advertising in properly 


selected business magazines, will build and 


HOW “MECHANIZED SELLING” BUILDS PRODUCT RECOGNITION AND SALES 


maintain product recognition—protect 
your markets for tomorrow. 


Ask your McGraw-Hill man for a copy 
of our 20-page booklet, ‘“‘Mechanizing Your 
Sales With Business Paper Advertising.” 
Also about our sound-slide film on ‘‘Mech- 
anized Selling”’ which is available for show- 
ing at sales meetings. 


AVERAGE PRODUCT 
RECOGNITION 


| 2 3 6 8 6&6 
(RANK OF MANUFACTURERS) 


ments the value of **! 


WEADQUARTERS 


(RANK OF MANUFACTURERS) 


Figures from recognition studies on 19 different industrial prod- 
ucts were compared with the advertising s, 
manufacturer from 1944 to 1948. The high 
between product recognition and advertising space us 
Mechanized Selling.” 


AVERAGE NUMBER OF 
PAGES OF INDUSTRIAL ~ 
PRODUCT ADVERTISING 


we used by each 
legree of correlation 
locu- 


McGRAW-HILL PUBLISHING COMPANY, 


330 WEST 42nd STREET, NEW YORK 18, 


vertan 11.2% 
year. Using 80% 


(he rFOR MATION 


SHOVEL AND CRANE SALES 


“Mechanized Selling” helped a shcvel-crane manufacturer con- 
sales decrease (1949) to a 110% increase over that 
of his budget for business paper advertist 
and reprints, the company sold more *+-yd. machines than 
competitors combined. 


+10% 


— “a 
x FOR BUSINES. 


Defense Officials 
Take Step Toward 
Paid Advertising 


WASHINGTON, Dec. 11—The De- 
fense Department today stepped a 
bit closer to a return to at least 
partial use of paid advertising with 
the appointment of a special com- 
mittee to consider projects to re- 
cruit women and specialists 

Expenditure of defense money 
for recruiting purposes has been 
at a standstill since Congress 
| passed legislation freezing adver- 
tising funds in the department's 
1952 budget. 

Subsequently, in an effort to 
avoid congressional criticism, the 
department also cancelled projects 
which were being financed under 
its 1951 budget, and appointed an 
| over-all committee to consider the 
| place of advertising in the recruit- 
| ing setup. 


@ While the survey was under way, 
Grant Advertising Co., the agency 
handling Army and Air Force re- 
cruiting, virtually closed down its 
Washington office. Agency officials 
expressed confidence that the 
services eventually would resume 
paid space and time for recruiting. 

While the department still is 
shying away from a return to gen- 
eral advertising, the committee 
appointed last week will deal with 
the special problems involved in 
attracting women and specialfgts ' 

Under the chairmanship of Fred f 
Korth, an assistant to the Secretary | 
of the Army, it is considering Te- ' 
cruiting plans which may inclide j 

paid advertising, using the ua f 
eaiied 1951 funds. < 


> 

@ On the basis of its initial effafts, 
Mr. Korth said: “Paid advertising 
is by no means marked out.” The 
| decision will be made after plans 
| are submitted by officers responpi- 
| ble for recruiting. 

In debating the plan to stop fe- 
cruiting ads, Senate members Had 
|} conceded that the recruiting of 
women and specialists might in- 


volve special problems. The cain- 

plaint against ad expenditures Was ” 
directed largely at the use of @a- i 
| tional media to interest recrdits i 


for general service who were ava@il- 
able to the services through the : 
draft. 


Remington Arms Names Four 
G. E. Pinckney, manager of the 
| product sales division of Reming- 
}ton Arms Co., Bridgeport, Conn., 
| has been named assistant v.p. and 
sales director. D. S. Reynolds, the 
company’s ad manager, has been 
j}named manager of the advertising 
division. J. J. Callahan, manager 
of trade sales promotion, has been 
named manager .{ the sales pro- 
motion division, and Paul Hick- 
man, manager of the industrial tool 
division, has been named manager 
i= the industrial sales division 


| Time Buyers Register Bows 
Executives Radio-TV Service, 
Larchmont, N. Y., has published 
Time Buyers Register, a semi-an- 
;}nual containing names and ad- 
| dresses of over 1,000 agency time 
buvers and over 2,000 national and 
regional accounts for which they 
buy time. The new publication is 
available by single copy or annual 
subscription at the standard rate 
| of $15 per issue. 


SALISBURY 


| NORTH CAROLINA 
You can’t cover the South’s No. 1 
State— North Carolina — without 
The Salisbury POST, because only 
The Salisbury POST COVERS 
|North Carolina’s No. 1 PER 
CAPITA RETAIL MARKET. 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in all principal advertising centers 
GET OUR CITY ZONE FOLDER - 
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Tuffy Introduced 
by S.O.S. in West: 
Plan National Sale 


(Picture on Page 1) 

San Francisco, Dec, 11—Full- 
page advertisements in 75 news- 
papers and television spots in se- 
lected markets hailed the introduc- 
tion last week of Tuffy, “the magic 
uid to dishwashing,” in California, 
Washington and Oregon 

The newspaper 
four colors in all papers which 
could take four-color advertising. 
For the next three weeks, 90-inch 
newspaper ads will be used. 

Advertising introduction of Tuf- 
fy, a product of the S.O.S. Co. of 
followed a series of con- 

home tests by Market Facts 
in Chicago. Names of 1,000 
housewives who purchased the 
dishwashing utensil in “guinea pig” 
grocery stores were obtained and 
i month later 100 of these women 
were interviewed 


copy ran im 


Chicago, 
sumer 
Inc 


revealed 94% 
were still using their | 
Said they would buy| 


8 Interviews 
purchasers 
Tuffys, 90% 


of the! 


| 


another one and 70% said they had | 


stopped using copper pot cleaners 
No Tuffy was worn out, the inter- 
viewees expressing amazement at 
the durability of the utensil 

Two months later, Market 
Facts questioned 300 more house- 
Wives. They were asked specifical- 
by why they liked Tuffy. Reasons 
Offered, in order of importance: 
(1) easy to keep clean; 
Better, doesn’t scratch; (3) dura- 
bie; (4) easier on hands; 
@oesn't corrode; (6) odorless. 

From these reports the 
Co. and its agency, McCann-Erick- 
fon of San Francisco, were able 
f© outline an introductory adver- 
tising campaign for the new prod- 


uct 


@® According to George W. Brooks, 
general manager and v.p. of S.OS. 
Go., and J. W. Andrews, assistant 
general manager, full national dis- 
tPibution for Tuffy is expected 
Within a few months. It will be 
imtroduced regionally until the na- 
tional distribution is complete 
Tuffy, according to company of- 
ficials, is composed of non-metal- 
lie fibers. It is billed as a replace- 
ment for scrapers, brushes, dish- 
rags and dishmops. It has been in 
development for five years 


| women 


ENDS 50 YEARS--Old timers and not-so-old timers honored H. K 
center, of Cresmer & Woodward Co., upon the completion of 50 years in the ad- 


vertising field, mostly as a newspaper representative. Mr. 
is shown here with Frank Hakewill, 


his retirement at the party, 


Kenny) Clark, 


Clark, who announced 
Roche, Williams & 


Cleary; Fred Parsons, Ward-Griffith Co.; H. R. Fairchild, Davis-Delaney; and George 
R. Cain, Cain Research. 


Emil A. Hartman, 
Fashion Academy 
Head, Dies at 57 


New York, Dec. 11—Emil Alvin 
Hartman, founder and director 
of the Fashion Academy, a school 
of design, styling and merchandis- 
ing, which picked ten best-dressed 
each year and awarded 


57, 


| gold medals annually to manufac- 


| 
| 


2) cleans | 


(5) | 


S.O.S. | 


turers of nationally advertised 
products, died yesterday of a heart 
ailment. 

Mr. Hartman's annual awards 
to manufacturers were started in 
1934. They “proved to be one of 
the most effective merchandising 
devices of the postwar period,” and 
some $50,000,000 of national adver- 
tising resulted from them (AA, 
July 9), until they were attacked 
as unethical by the National Bet- 
ter 


tion about three years ago. It was 
alleged that companies receiving 
the awards were asked to contrib- | 
ute scholarships to the academy. 
This was denied by Mr. Hartman 
in an exclusive interview with AA | 
last summer. He said there was no} 
understanding explicit or tacit that | 
a manufacturer would contribute 
to the school prior to his having! 
been given an award. 


Hartman told 
Fashion 
In- 


@ Next year, Mr. 
AA, there won't be any 
Academy gold medal awards. 


Put Yourself on 


v 
Buy WINS ee r 
ww sit Sells! 


WINS spots move mountains of everything— 


WINS 


SOKW New York 


from collar 


buttons to ‘‘Constellations’’—fast! Let us give you examples! 
WINS spots have a high Pulse but a low rate per 
thousand homes. Let us show you! 
WINS spots, in other words, sell more, cost less. 
Get the straight facts on a WINS spot buy. 

Call your WINS representative 


. see him when he calls 
*Source Pulse of N. Y.—Dec., 1950 


CROSLEY BROADCASTING 
CORPORATION 


Business Bureau and the New| 
York state department of educa-| 


stead, he said, there is likely to 
be a gold seal of fashion approval, 
sponsored by the academy, which 
will be offered to manufacturers 
who can qualify on a franchise 
basis, and who are willing to pay 
for the privilege. 

But before his death yesterday, 
AA was told, Mr. Hartman had 
not crystalized his plans in final | 
form, and his difficulties 
NBBB and the state department of 
education had not been resolved. 


in the future, or whether awards 
for 1952 would be made. 
Mr. Hartman was born and 


reared in New York, and for sev- 
eral years was an artist for fashion 
magazines. For a brief period, be- 
fore starting the Fashion Academy 
34 years ago, he published The 
Fashionist, a monthly magazine. In 
the ‘20s he started making awards 
to the ten best-dressed women. 
He told AA last summer that he 
had trained between 200,000 and 
300,000 students, the vast majority 
by correspondence. His wife, the 
former Ann Hellinger, is registrar 
of the academy. 


Charles A. Bethge, 


‘Business Mail 
‘Specialist, Dies 


Oak Park, ILL., Dec. 11—Charles 
A. Bethge, 65, formerly v.p. in 
charge of operations and director 
of Aldens Inc., Chicago mail order 
house, died yesterday at Oak Park 
Hospital. 

Mr. Bethge began his career as 
a messenger for Sears, Roebuck & 
Co., Chicago, and in 1905 was made 
assistant manager of the mail 
opening department. In 1907, he 
was promoted to manager of ad- 
vertising and sales promotion for 
the company and later managed 
the wearing apparel department 
for Sears of Dallas. 

He joined Aldens (formerly Chi- 
cago Mail Order Co.) in 1915 as 
merchandise manager, and in 1919 
was made general manager. In 
1925, he became v.p. in charge 
of operations, holding that posi- 
tion until his retirement in May, 
1949. He had also served as di- 
rector for the last 14 years. 

Mr. Bethge was chairman of the 
board of the National Council on 
Business Mail and served as a 
director of the Chicago Assn. of 
Commerce, the West Central Assn 
and the American Retail Federa- 
tion. 


CARL E. LINDSTONE 
JAMESTOWN, N. Y., Dec. 10——Carl] 
E. Lindstone, 78, publisher of 
Swedish newspapers and operator 
of the Liberty Printing Co. here, 
died yesterday after a long illness 
Mr. Lindstone founded the 
monthly Skandia in 1903 in War- 
ren, Pa., later moving it here as a 
weekly, and sold it in 1946. He also 
published The Monitor, official 
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vertising Age, December 17, 1951 


National Nielsen-Ratings of Top Radio Shows 
Week of Nov. 4-10, 1951 
All figures copyright by A. C. Nielsen Co. 


CURRENT —- a 
RANK PROGRAMS 000) TING 
EVENING. ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) ca 7.6) 
1 Lux Radio Theater (CBS, Lever Bros.) 7,207 17.2 

2 Jack Benny (CBS, American Tobacco) 7,082 16.9 

3 Amos ‘n’ Andy (CBS, Rexall) 6.285 15.0 

4 Our Miss Brooks (CBS, Colgate) 5.531 13.2 

5 Fibber McGee & Molly (NBC, Pet Milk) 5.405 12.9 

6 Arthur Godfrey's Scouts (CBS. Lever-Lipton) 5.280 12.6 

7? Charlie McCarthy Show (CBS, Lever) 5.112 12.2 

8 Suspense (CBS, Auto- _ 5.070 12.1 

9 People Are Funny (CBS, 4.945 11.8 

10 Mr. and Mrs. Worth ites. “Colgate Palmolive) 4.945 118 
ss ee MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS 2,263) 5.4 
Beulah (CBS, P&G) 4.065 9.7 

> Tide Show (CBS) 3,352 8.0 

3 Lowell Thomas (CBS, P&G Ivory) 3.310 7.9 


WEEKDAY (AVERAGE FOR ALL PROGRAMS) 


nn 
4 
oo 
w 
Ww 
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1 Arthur Godfrey (CBS, Liagett & Myers) 3.813 9.1 

2 Romance of Helen Trent (CBS. Whitehall) 3,478 8.3 

3 Ma Perkins (CBS, P&G) 3,352 8.0 

4 Pepper Young's Family (NBC, P&G) 3,352 8.0 

5 Arthur Godfrey (CBS, Nabisco) 3.310 7.9 

6 Our Gal, Sunday (CBS, \ pereened 3,268 7.8 

7 Big Sister (CBS 3.185 76 

8 Road of Life (NBC, P&G) 3,143 7.5 

4G Arthur Godfrey (CBS, Pillsbury) 3.101 7.4 
10 Wendy Warren and the News (CBS. General Foods) 3,017 7.2 
_. SUNDAY (AVERAGE FOR ALL PROGRAMS 1,383) 3.3 
True Detective Mysteries (MBS. Williamson) 3,143 75 

, The Shadow (MBS) 2.933 7.0 

3 Martin Kane, Private Eye (NBC, U S$. Tobacco) 2.514 6.0 
om. SATURDAY (AVERAGE FOR ALL PROGRAMS) 1,592) 3.8) 
Stars over Hollywood (CBS, Carnation Co.) 3.352 8.0 

> Theater of Today (CBS, Armstrong) 3.017 7.2 

3 Grand Central Station (CBS. Toni Co.) 2.556 6.1 
publication of the Scandinavian Wyant & Cannon Foundry Co., 
Fraternity of America, which he and Fitzjohn Coach Co., both of 


with | he Iped organize in 1894. 


|PAUL G. GERLACH 
No one at the academy was able to! 
say what policy would be adopted | 


Cuicaco, Dec. 11—Paul G. Ger- 
lach, 83, a salesman for the P. J. 
Kohl Advertising Co., Chicago, for 
40 years, died here Saturday 


JACOB G. COHEN 
MINNEAPOLIS, Dec. 11—Jacob 
George (Jack) Cohen, 62, medical 
and dental journal publisher, died 
here following a stroke on Dec. 2. 
Mr. Cohen entered the publish- 
ing field in 1925 with the found- 
ing of his first magazine, Dental 
Survey. He was also publisher of 
Dental Industry News, Dental Lab- 
oratory Review, Modern Medicine, 
Journal Lancet, Postgraduate Med- 


icine, Geriatrics and Neurology. 
GEORGE W. DAVIES 
MusKEGon, Micu., Dec. 11— 


George W. Davies, 62, general sales 
manager of the Sealed Power 
Corp., Muskegon, died Dec. 3 fol- 
lowing a ten-month illness. 

Mr. Davies was well known in 
the automotive industry, having 
been associated with Campbell, 


Muskegon, before joining Sealed 
Power in 1933. 


J. F. SHANAHAN 

Cuicaco, Dec. 12—John F. Shan- 
ahan, 60, consultant to the circula- 
tion department of the Sun-Times 
and a veteran newspaper man, died 
yesterday in Woodlawn hospital 


LOUIS G, CALDWELL 

WASHINGTON, Dec. 12—Louis G. 
Caldwell, 60, chief counsel of the 
Washington Times-Herald and a 
partner of the Chicago law firm 
of Kirkland, Fleming, Green, Mar- 
tin & Ellis, died here last night 
following a heart attack. 

A widely known expert on com- 
munications law, Mr. Caldwell was 
general counsel of the Federal Ra- 
dio Commission in 1928-29. 


HERBERT B. SPIGEL 

PHILADELPHIA, Dec. 12—Herbert 
B. Spigel, 38, advertising director 
of Luria Brothers & Co., and gen- 
eral manager of the metal firm’s 
foreign import and export division, 
died yesterday at University Hos- 
pital. 
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Hospitals Will Be the Bright Spot 
in Your Building Market for 1952! 


The maintenance and expansion of hospital service are 
so important to public health and civilian defense that 
hospitals have been given the green light in Washington for 
most of their requirements in terms of new construction 
and equipment. The result is that 1951, in spite of restric- 
tions, marks an all-time high in building and equipment 
expenditures, and that 1952 may well roll up another tre- 
mendous total. 

Thus the manufacturer of building materials or equip- 
ment who is looking for a top priority field, where the 
buyer’s needs have been recognized and approved by gov- 
ernment authorities, and who wants to develop sales in 
large volume, is finding the hospital market to be the 
answer to his requirements. Construction volume—which 
some authorities predict will total $1 billion dollars this 
year, following a whopping $800,000,000 expenditure in 
1950—is so great that intensive sales efforts in this field 
alone may easily make up for declines in other areas of the 
building and construction market. 

The hospital field is attracting more and more keen ad- 
vertisers who realize not only that present conditions make 
it especially interesting, but that for years to come it will 
offer unusual opportunities for aggressive merchandisers. 
That is because both public and private expenditures for 
hospital expansion and modernization are planned on a 
long-range basis, emphasizing the fact that to meet today's 
standards of medical and hospital care, huge capital in- 
vestments are required. Hospitals plan to give the American 
public the facilities needed to take advantage of the re- 
markable progress recorded in all fields of medical educa- 
tion, research, diagnosis and treatment. 

While the spotlight has been turned on the large ex- 
penditures made possible by the Hill-Burton law, under 
which Federal funds are available to assist in the estab- 
lishment of community hospitals in areas without ade- 
quate facilities, there are many other important fields for 
hospital construction. (Over 1,500 hospital building proj- 
ects have been approved under the Hill-Burton program.) 
Over 500 new hospitals have been completed and opened 
for service during the past year. 

In addition to the numerous voluntary general hospitals 
which are being built, expanded or modernized, there is a 
great area of activity in the mental hospital field, repre- 
sented principally by institutions established and con- 
ducted under state auspices. 

Life and other great magazines have turned the spot- 
light on the need for changing state mental hospital service 
from mere custodial care to modern treatment of mental 
illness. Good economics, as well as the necessity for meet- 
ing an increasing social problem, demands better physical 
facilities and professional treatment in this great field. The 
result is that hundreds of millions will be spent in the next 
five years to provide new buildings and equipment, and, 
even more important, to increase professional personnel in 
order to employ the many new and effective methods now 
available for the rehabilitation of patients in this category 
of hospital service. 

So great is the interest and activity in the mental hos- 
pital field that Hospital Management is devoting most of 
its January issue to a report of progress. This issue, closing 
January 1 and out January 15, will cover all aspects of 
the important developments affecting the care of mental- 
nervous patients, including the individual programs of the 
states, as well as the expansion of service in Federal 
hospitals and voluntary general hospitals which have psy- 
chiatric departments or wards. 


How Celotex Won 
Dominant Market Position 


Leading manufacturers of building materials and equip- 
ment have long recognized both the importance of the 
hospital market for their products and the ability of Hos- 
pital Management to do an outstanding job in promoting 
them to the largest group of buyers in this field. For ex- 
ample, the Celotex Corporation recently reported in “The 
Hospital Merchandiser,” published by Hospital Manage- 
ment for the information of dealers and distributors, that 
hospitals are now the third largest market for Acousti- 
Celotex, a fine product which has helped hospitals to 
eliminate and control noise. 

“Hospital Management has been a regular medium on 
the Celotex schedule,” said Allen Wilson, assistant manager 
of the acoustical department of the Celotex Corporation, 
as quoted in the October issue of “The Hospital Merchan- 
diser.” “In selecting Hospital Management, all of the usual 
yardsticks, such as circulation figures and distribution, 
were used. However, more attention was given to the 
editorial content, and also to the fact that field surveys 
indicated that Hospital Management was one book admin- 
istrators kept on their shelves and used from time to time 
as a reference source in solving problems of hospital ad- 
ministration. 

“More Celotex acoustical materials have been used in 
hospitals than any other kind, a fact which would indicate 
that a consistent advertising program over the years has 
played no small part in gaining and holding outstanding 
leadership for these products in the hospital field.” 
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Architect's drawing, showing how Ohio State University’s new medical center, now under construction at folumbus, sy 
will look when it is completed. This $8,000, 000 project is typical of the kind of construction work now going forward in 
parts of the country in the hospital field. During the last year 500 new hospitals have been completed and opened far 
service, and 1,500 more—under the terms of the Hill-Burton law, alone—have been approved. 


Many other leaders in the building material and equip- 
ment field are using Hospital Management, like Celotex, 
to build a bigger market in a dynamic and growing field, 
and to gain increased acceptance among hospital buyers 
and architects. And we can add that more manufacturers in 
this classification will be represented in Hospital Manage- 
ment in 1952 than ever before—a recognition both of the 
growing importance of the market and the leadership of 
Hospital Management. 


Hospital Management 
Leads in Market Coverage 


There are a number of good magazines in the hospital 
field, and the tremendous growth of the market justifies 
increased sales and advertising efforts. However, here are 
some of the measuring sticks which point to Hospital 
Management as the publication capable of doing creative 
promotion for a manufacturer of building materials and 
equipment: 

1. It has the largest voluntary paid hospital circulation 
ever established. Out of a total net paid circulation of 


10,178, Hospital Management reaches 8,520 subscribers in’ 


5,712 different hospitals. This is by far the largest number 
of hospitals served by any paid circulation magazine. 

2. Hospital Management covers the whole market. Its 
distribution is not tied to the special interests of any asso- 
ciation or group. Thus it serves general hospitals, special 
hospitals, mental hospitals, t.b. hospitals, voluntary hos- 
pitals, tax-supported hospitals, Catholic and other hospitals 
conducted under religious auspices, and in fact every type 
of institution providing bed care of the sick. All hospitals 
have common problems of construction, equipment and 
administration, and no publication serving only one type 
of hospital can provide coverage of the whole market. 

3. Hospital Management has penetration. Many items of 
building materials and equipment are of special interest 
to key department heads, such as nursing executives, 
dietitians and other food service executives, building main- 


200 E. Illinois St. 


tenance engineers, housekeepers, etc. Hospital Manage- 
ment is edited for administrators and purchasing agents, 
and also for the heads of the important departments which 
recommend and specify the products they use. Thus Hos- 
pital Management provides coverage of all important buy- 
ing factors in the complex hospital administrative organ- 
ization. 

4. Hospital Management reaches all architects with active 
hospital building or modernization projects on their boards. 
There are few architects whose practice is restricted to the 
hospital field, and out of the thousands of architectural 
offices in the country, there are usually 500 or 600 actively 
engaged in hospital construction work at a given time. 
These architects are always on the list to receive Hospital 
Management. They are enthusiastic regarding this service 
Send for our brochure telling how Hospital Management 
serves the architects who are currently designing hospital 
buildings. 


Hospital Management 


is First in Service 


The services supplied to advertisers by Hospital Manage- 
ment are the best and most complete in the field. They 
include: 

An authoritative hospital directory; a weekly bulletin re- 
porting construction activities and modernization pro- 
grams; editorially controlled publicity on new products 
and informative literature (this department produces thou- 
sands of inquiries from active buyers each year); “The 
Hospital Merchandiser,” sent to the key dealers and dis- 
tributors of our advertisers to promote sales push at the 
buyer level; market surveys; advertising readership studies 
through field interviews. 

Recent market studies include “How Hospitals Buy Phar- 
maceuticals” and “How Hospitals Buy Food Products.” A 
new study on “How Hospitals Buy Food Service Equip- 
ment and Supplies” is now under way. Send for copies of 
these studies if you are interested. 

January Mental Hospital Number closes January 1. 


Hospital Management @ @ 


Chicago 11, Illinois 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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Advertising Volume Figures for December Issues 


of Business Papers 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repro- 
duced without written permission. Unless otherwise noted, all publications are monthlies and have stand- 


ard 7x10” pages. 


INDUSTRIAL GROUP 


Aero Digest 
Aeronautical Engineering 

Review 70 40 
American Aviation (bi-w.) 73 56 
American Brewer 59 *62 
American Builder l4l 135 
American City 137 129 
American Dyestuff Reporter 89 76 
American Machinist (bi-w.) 490 "415 
American Printer 31 28 
Analytical Chemistry 46 36 
Architectural Record 225 169 
Arts & Architecture 24 25 
Automotive Industries 

(semi-mo.) 258 174 
Aviation Age *76 *49 
Aviation Week *220 *144 
Bakers’ Helper (bi-w.) 143 148 
Bedding 103 106 
Better Roads 31 30 
Boxboard Containers 7 37 
Brewers’ Digest 49 aa 
Brick & Clay Record 47 “44 
Bus Transportation 127 134 
Butane-Propane News 

(4V/gx6'/2) 83 *80 
Butter, Cheese & Milk 

Products Journal 38 40 
Canner (w) “51 *58 
Ceramic Industry *64 *69 


The nation’s top industrial 
specifiers and buyers for 
only $125 . . . How come? 


Here's how Industrial Equip 
Ment News can give you this 
Bemendous value Each in 


for mation-packed page in TEN 
is broken up into standard units 
Sone-ninth page units for adver 
fisements, placed next to edito 
Fial descriptions of new and 
fmproved products for industry. 


j 
ih this way the need for purely 
attention-getting display is elim 
Dated, and there is plenty of 
nformation-packed 
standard 


ace tor 
Messages, each in a 


Space unit. 


What makes this of special value 
ig that production men and engi 
Meers search TEN for product in 
formation they currently need 

or that they can adapt to 


bei tse 


Your advertisement is seen in the 
right place where specifiers look) 

at the right time (when they 
are seeking information)... by 
the right people—the men who 
specity and buy industrial equip 
ment, parts, materials. [t's a case 
of buyers looking for products 
wmistead of products looking for 


buyers 


For complete details, send tor the 
Media Data Reterence File folder 
containing the TIEN Plan, NIAA 
Report, COA Statement, Rate 
Card, and information 
about industry's original product 


other 


information service 


— em TD 


Thomas Publishing Company 
461 Eighth Avenue, New York 1, N. Y. 


REPRESENTATIVES-—ATLANTA + BOSTON 
CHICAGO + CLEVELAND + DETROIT 
INDIANAPOLIS + LOS ANGELES 

PHILADELPHIA + = PITTSBURGH 


Pages 
1951 
Chemical & Engineering News 

iw) 8204 157 
Chemical Engineering 380 310 
Chemical Processing 200 142 
Chemical Week 120 
Cowl Engineering 46 47 
Coal Age 159 147 
Coal Mining 27 28 
Commercial Car Journal §279 $273 
Construction Digest (bi-w.) *203 *169 
Constructioneer (bi-w.) "136 *103 
Construction Equipment 51 25 
Construction Methods & 

Equipment *122 *105 
Construction News Monthly 

(w.) *83 *70 
Constructor S4 
Contractors & Engineers 

Monthly (9%4x14) 52 50 
Dairy Record 62 76 
Design News (semi-mo) 202 150 
Diese! Progress (9x12) 50 46 
Distribution Age 56 53 
Drilling 73 67 
Drug & Cosmetic Industry *99 106 
Electric Light & Power 108 102 
Electrical Construction & 

Maintenance 169 153 
Electrical Engineering ‘75 *60 
Electrical South 53 $1 
Electrical West 84 72 
Electrical World (w.) 307 *285 
Electronics 307 222 
Engineering & Mining 

Journal 131 123 
Engineering News-Record 

(w.) §°410 *350 
Excavating Engineer %6 % 
Factory Management & 

Maintenance *279 *238 
Finish 53 40 
Fire Engineering 45 44 
Fleet Owner 125 124 
Food Engineering . *129 *127 
Food Packer 34 *33 
Food Processing 72 72 
Foundry "191 *196 
Gas 70 49 
Gas Age (bi-w.) 896 73 
Heating & Ventilating 70 66 
Heating, Piping & Air 

Conditioning 158 152 
Ice Cream Review 66 76 
Industrial & Engineering 

Chemistry 148 118 
Industrial Finishing 

(4 9x62) *81 "81 
Industry & Power 94 94 
Inland Printer 59 
Interiors di 100 122) 
Iron Age (w.) *612 *530 
Lumberman ; *120 *103 
Machine & Tool Blue Book 

(4! 9x6! 2) 255 221 
Machine Design *203 *187 
Machinery 281 258 
Magazine of Building 210 189 
Manufacturers Record §*122 *29 
Marine Engineering & 

Shipping Review 102 80 


Mass Transportation 25 24 
Materials & Methods 151 12 
Mechanical Engineering "125 *125 
Mechanization 8135 §125 
Metal Finishing 76 7 
Metal Progress 114 93 
Milk Dealer 84 87 
Mill & Factory 261 *229) 
Mining Engineering 26 23 
Modern Machine Shop 

(4! 9x6'2) 288 248 
Modern Metals 44 33 
Modern Packaging 143 132 
Modern Plastics 147 1 
Modern Railroads 126 $111) 


National Petroleum News | 
(w.) 120 127 


National Provisioner (w.) 125 121 
National Safety News 65 56 
Oi & Gas Journal (w.) §*686 §*646 
Organic Finishing 10 12 
Pacific Builder & Engineer *88 “84 
Packaging Parade (9%,x12) 86 60 
Paper Industry 82 65 
Paper Mill News (w.) 8145 §122 
Paper Trade Journal (w.) §242 8264 
Petroleum Engineer 226 175 
Petroleum Processing 84 62 
Petroleum Refiner 174 ‘171 
Pit & Quarry 173 1M 
Plant 37 25) 
Plant Engineering 103 85 
Plating 50 53 
Power 191 210 
Power Engineering 81 
Practical Builder 129 107 
Printing Magazine 68 *55 
Product Eng:neering 336 *266 
Production Engineering & 

Management 133 87 
Products Finishing 

(4! 2x6! 2) 74 71 
Progressive Architecture 113 101 
Purchasing 273 *207 
Quick Frozen Foods & the 

Locker Plant 70 
Railway Age (w.) 216 220 


Railway Engineering & 
Maintenance 51 50 
Railway Mechanical & 


Electrical Engineer 92 9 
Railway Purchases & Stores 107 iol 
Railway Signaling & 

Communications 36 37 
Roads & Streets *83 *66 


SHEBOYGAN 
One of the FURNITURE 
MANUFACTURING CEN- 
TERS of the WORLD. Go 
after sales in that market with 
your advertising in the SHE- 
BOYGAN PRESS. We will 
COOPERATE! 

SEND ron oon SHES Can GARRET FOLDER 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal centers 


advertising 
~— GET OUR CITY ZONE FOLDER — 


P. 
1951 1950 
Rock Products "91 *82 
Southern Lumber Journal 80 76 
Southern Lumberman 162 "144 
Southern Power & Industry 71 76 
Steel (w.) 462 393 
Supervision a 3 
Telephone Engineer 
(semi-mo. ) “84 "84 
Telephony (w.) *124 *114 
Textile Industries 178 172 
Textile World 233 233 
Timberman *110 "84 
Tool Engineer lll 77 
Tooling & Production 

(5x79) lll 
Traffic World iw) 135 126 
Utilization 28 16 
| Wastes Engineering 27 24 
Water & Sewage Works 7 57 
Water Works Engineering 53 59 
Welding Engineer 57 *45 

Western Canner & Packer 39 
Western Construction &4 84 
Western Industry 56 43 
Wood Worker °67 69 

Woodworking Digest 
(4) ox6' 2). 136 142 
World Oil ; §*235 §*208 
World Petroleum §90 §70 
Total 20.091 17,711 
PRODUCT NEWS GROUP 

Volume figures for product news information 


publications are reported in 1/9 page units (ap- 


prox. 3'4x434”).. not in standard 7x10” pages. 
Electrical Equipment 369 31 
Industrial Equipment News 825 759 
Industrial Maintenance 189 185 
New Equipment Digest 609 551 
Plastics World 175 152 
Product Design & 

Development 299 258 

Transportation Supply News 108 79 
Total 1/9 page units 2.574 2.296 
TRADE GROUP 
Air Conditioning g Refrigera- 
tion News (w.) 

(119x116) §*42 "43 
American Artisan 109 104 
American Druggist *99 
American Lumberman & 

Building Products 

Merchandiser (bi-w) 164 *153 
Boot & Shoe Recorder 

(semi-mo.) soe 175 154 
Building Supply News 156 143 
Chain Store Age — 

Administration Edition 

Combinations 30 20 
Druggist Editions 67 72 
General Merchandise — 

Variety Store Editions §103 $114 
Grocery Edit ons lll 
Department Store Economist 90 61 
Domestic Engineering 164 153 
Electrical Dealer 54 41 
Electrical Merchandising 

(9x12) 138 121 
Electrical Wholesaling 84 76 
Farm Equipment Retail.ng 48 41 
Farm implement News 

(semi-mo.) *113 *113 
Florists’ Review (w.) §*465 §*470 
Fueloil & Oil Heat 100 
Geyer's Topics 82 70 
Glass Digest 28 31 

| Hardware Age (bi-w.) "359 304 
Hatchery & Feed 

Central-Western edition 40 35 

Eastern edition 40 35 
Hosiery g Underwear 

Review 98 96 
Hosiery Industry Weekly 45 54 
Hosiery Merchandising 25 26 
Implement & Tractor 

(bi-w.) $°156 138 
Implement Record 59 53 
Industrial Distribution 218 202 
Jewelers’ Circular- 

Keystone 163 169 
Leather & Shoes (w.) *§°139 §°169 
Lingerie Merchandising 42 a9 
Liquor Store & Dispenser §7 §72 
Motor §223 §241 
Motor Age 116 115 
Motor Service (4' 4x675) 157 §153 
NJ (National Jeweler) 

(5) x73) 146 153 
National Bottlers’ Gazette 87 76 
Office Appliances 165 147 
Photographic Trade News 76 
Plumbing g Heating Busi 

ness 103 97 
Plumbing & Heating 

Journal 71 4 
Plumbing & Heating 

Wholesaler 7 26 
Poultry Supply Dealer 24 *30 
Progressive Grocer 

(4! 4x74) 144 162 
Sheet Metal Worker 66 *67 
Southern Automotive 

Journal 113 131 
Southern Hardware §152 79 
Sporting Goods Dealer 126 129 
Sports Age 35 43 
Super Market Merchan 

dising 113 lll 
Variety Merchandiser 

(459x65q) bp 60 
Wood Construction & Build- 

ing Materialist 55 47 

Total 5,943 5.662 
CLASS GROUP 
Advertising Age (w.) 

(103414) 233 204 
American Funeral Director §*80 §°77 
American Restaurant 84 
Banking (7x10 3/16) 75 69 
Billboard (w.) 

(1034x1534) §*326 §*315 
Chain Store Age — 

Fountain Restaurant 

Combinations 29 27 
Cleaning & Laundry 

World .. 41 
Dental Survey 118 119 
Fountain & Fast Food 

Service 39 37 
Hospital Management 79 73 
Hotel Management 136 134 
Hotel Monthly 4a 45 
Hotel World-Review (w.) 

(9! gxl4) §*77 §*70 
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November Ad Volume 
for Business Papers 
Gains 10% over ‘50 


Cuicaco, Dec. 11—The 11th con- 
secutive monthly rise in business 
paper advertising volume was re- 
corded in November, according to 
Industrial Marketing's monthly 
compilation, which shows 262 busi- 
ness papers carrying 32,606 pages 
of display advertising during the 
month, a gain of 3,122 pages, or 
10.6%, over November, 1950. 

IM reports that cumulative fig- 
ures for the year are the highest, 
with an increase of 24,271 pages, 
or 7.7%, over 1950. 

The 156 industrial papers re- 
porting showed a gain for Novem- 
ber of 2,380 pages (13.4%); year- 
to-date increase of the group is 
21,543 pages (11.59%). The seven 
product news publications gained 
278 one-ninth page units, or 12.1% 
for the month, with 3,048 units, or 
13%, for the year. 

Trade publications, 54 reporting, 
gained 281 pages (5%) for the 
month, but show a for the 
year so far of 1,573 pages (2.4%).| 
A 159-page gain was registered by 
class publications in November, 
and for the year the group is up 
4.1%, or 1,113 pages. 

Eighteen export papers gained 


loss 


24 pages (1%) last month, with 
a total gain for the year of 140 
pages (1%). 
MONTH OF NOVEMBER 
Pages Pages | 
1951 1950 | 
Industrial 20,091 17,711 
Product News* 2,574 2.296 
Trade 5,943 5.662 
Class 2.921 2.762 
€ 1,077 053 


Pages | 


Industrial Marketing 
Journal of the American Met- 


ical Association (w.) §*314 §°315 
Laundry Age 
Medical Economics 

(414x634) 185 151 
Modern Beauty Shop 67 70 
Modern Medicine (semi-mo.) 

(414x634) 210 193 
Nation's Schools 14 
Oral Hygiene 

(4 5/16x7 3/16) 125 113 
Proceedings of the I. R. E. 102 84) 
Restaurant Management 68 68 
Scholastic Coach 39 35 
School Executive — School 

Equipment News 97 83 
What's New in Home 

Economics 77 107 

Total 2,921 2.762 

EXPORT GROUP 
American Automobile (over- 

seas edition) ‘ 79 82 
American Exporter 

(2 editions) . 168 157 
American Exporter Indus- 

trial (2 editions) 181 166 
Automovile Americano 100 88 
Caminos y Calles . 32 30 
Farmaceutico 60 53 
Hacienda (2 editions) 112 123 
El Hospital 20 14 
Ingenieria Internacional 

Construccion 43 50 
Ingenieria Internacional 

Industria 77 86 
McGraw-Hill Digest 24 32 
Petroleo Interamericano 47 42 
Pharmacy International 24 21 
Revista Aerea Latinoamer- 

1cano ll 12 
Revista Rotaria . 5 5 
Spanish Oral Hygiene 
(4 5/16x7 3/16) 39 40 
Textiles Panamericanos 55 52 

Total 1,077 1,053 

Uniess otherwise noted, all publications are 


monthlies and have standard 7x10 inch adver- 
tising page 
SIncludes a special issue 
Includes classified advertising 
Estimated 
Two issues 
Three issues 
Four issues 
Five issues 
* Design news began semi-monthly publication 
in Oct., 1951. 
Cumulative figures for 1950 not included 
“The Plant’ began publication in April 1950. 
7x10 units, sold as pages 
Does not include advertising in special west- 
ern section 


‘Irma’ Goes ‘Live’ on CBS 

“My Friend Irma” will be car- 
ried live from Hollywood, over 
CBS-TV, starting Jan. 8, at 10:30 
p.m., EST, under the sponsorship 
of Cavalier cigarets, through Wil- 
liam Esty Co 


Louis Block Agency Moves 

Louis Block Advertising, Chi- 
cago, has moved to 7 S. Dearborn 
St. 


kidney 


A Strong America 
is the Bulwark of Freedom! 


MORE TO COME?—During World War Il, 
an impressive number of advertisers were 
forced to withdraw from the market be- 
cause of a shortage of materials. This 
copy, placed by General Cable Corp. 
through Hicks & Greist, to start in maga 
zines in January, may start a “new” trend 
in explaining shortages. 


FTC Files Complaint 
on Foster-Milburn’s 
Ads for Doan’s Pills 


WasHIncTon, Dec. 11—The Fed- 
eral Trade Commission last week 
filed a complaint against Foster- 
Milburn Co., Buffalo, and Street 
& Finney, New York agency, 
charging false advertising for 
Doan’s pills. 

In its complaint, the FTC con- 
tended Doan’s pills have no ther- 
apeutic value in the treatment of 
or bladder diseases. The 
commission said the complaint 
was applied to Street & Finney 
because the agency cooperated 
with Foster-Milburn in preparing 


|and disseminating the challenged 


advertisements. 

The new complaint represented 
a stiffening of FTC's attitude 
toward the product. On Aug. 27, 
1936, the commission had issued 
a complaint wiping out a number 
of Foster-Milburn’s copy themes, 
but had not questioned the useful- 
ness of the product. 


}@ The earlier complaint dealt in 


detail with a series of ads prom- 
ising that Doan’s pills “wash out 
15 miles of kidney tube.” The ads 
implied that sluggishness and sim- 


ilar symptoms often indicate the 
need for such a “washing out.” 
The new complaint says the 


pills are not a cure or remedy for 
any disease, disorder or dysfunc- 
tion of the kidneys or bladder, 
and will not relieve or have any 
beneficial effect upon any symp- 
tom or condition which may arise 
by reason of any disease, disorder 
or dysfunction of such organs 

In New York, Street & Finney 
had no comment to make on the 
FTC complaint. M. W. Landon, ad 
manager of Foster-Milburn Co., 
Buffalo, maker of Doan’s pills, told 
AA by phone that the case had 
been hanging fire for about a year. 
Otherwise, Mr. Landon said, his 
company had no comment. 


Shepherd Joins Richards 

John E. Shepherd has joined 
Fletcher D. Richards Inc., New 
York, as director of research and 
merchandising. Vice-president of 
the American Marketing Assn., Mr 
Shepherd has been director of 
marketing for Esquire and Coronet 
for the past nine years. 


Jetts Joins Nepera Chemical 

Bernard Jeffs, formerly v.p. in 
charge of sales and advertising of 
Reed & Carnick, Jersey City, has 
been appointed director of sales 
and advertising of Nepera Chemi- 
cal Co., Yonkers, N. Y. 


Signs Heatter on Mutual 

Credit Union National Assn., 
Madison, Wis., will sponsor Gabriel 
Heatter’s Tuesday evening news 
commentaries over Mutual, start- 
ing Jan. 1. J. Walter Thompson Co., 
New York, is the agency, 
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Reorganized Advertising Research 
Foundation Elects Tripartite Board 


New York, Dec. 12—B. B. Geyer, | have contributed to the ARF 


president of Geyer, Newell & 
Ganger, has been elected chairman 
of the reconstituted Advertising 
Research Foundation. 

Since the announcement of 
ARF's reconstitution on Sept. 26, 
89 advertisers, agencies and media 
have subscribed more than $100,- 
000 to the foundation, with indi- 
cations that many more will be- 
come participating subscribers 
within the next few weeks, ac- 
cording to ARF. 

At a recent organization meet- 
ing, directorships for advertisers, 
agencies and media were partially 
filled. Four openings for media 
representatives and one seat on 
each of the remaining two divi- 
sions were intentionally left un- 
filled. These vacancies will be 
filled at a later date by mail ballot 
when additional subscriptions are 
received. The present directors, 
elected for a one year term, are: 


® Representing agencies—Mr. 
Geyer; Marion Harper Jr., presi- 
dent, McCann-Erickson; Frederic 
R. Gamble, president, American 
Assn. of Advertising Agencies; F. 
B. Manchee, executive v.p., Bat- 
ten, Barton, Durstine & Osborn, 
and Fergus Mead, v.p., The Bu- 
chen Co. 

Representing advertisers—John 
F. Apsey Jr., advertising manager, 
Black & Decker Mfg. Co.; Lowry 
H. Crites, advertising comptroller, 
General Mills Inc.; W. B. Potter, 
director of advertising operations, 
Eastman Kodak Co.; D. P. Smelser, 
manager, market research depart- 
ment, Procter & Gamble Co., and 
Paul B. West, pres dent, Assn. of 
National Advertisers. 

The two filled media seats on 
the board are held by Paul Mont- 
gomery, v.p., McGraw-Hill Pub- 
lishing Co., and John C. Sterling, 
publisher, This Week Magazine. 


® Board chairman Geyer outlined 
ARF’s three goals as (1) accuracy 
in the presentation of research 
findings; (2) greater acceptance 


and belief in those findings by the | 


advertising business and, (3) a 
program that will] make continu- 
ing contributions to the effective 
use of advertising of all kinds and 
for all worthy purposes. 

“We have hopes that expanded 
research can make advertising 
more profitable to industry,” Mr. 
Geyer said. “We shall value and 
solicit the full cooperation of the 
country’s highly developed re- 
search service industry through 
which the foundation's outside 
projects will be conducted. 

“We have no feeling that the 
ARF will put any kind of strait- 
jacket on the development of new 
research techniques. We have no 
preconceived idea that the ARF 
will force the adoption of any 
single measurement of media 
value 


s “We welcome the first full- 
scale participation by media,” he 
continued. “In the past, 


TORONTO, CANADA 


Capital City of Ontario — Canada's Richest 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
by the 


Blanketed 
TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 


SEMB FOR OUR COMPLETE DETAILED MARKET FACTS 
Represenied in United States By 


WARD-GRIFFITH CO. 
The Word Griffith Co maintains offices 
incall prncpol advernsing -@pters 
GET OUR CITY ZONE FOLDER - 


media 


| 


through financing individual pro- 
jects. Now media have joined 
agencies and advertisers on the 
board of directors. We trust that 
the advantages of participation 
will appeal to a large number of 
media in all fields in order to 
make the ARF a balanced and 
truly representative tripartite or- 
ganization,” Mr. Geyer concluded. 

Mr. Gamble expressed the hope 
that as many agencies as possible 
will become participating sub- 
scribers to ARF, “particularly this 
first year, without waiting ‘to 
see what we are going to get out 
of it.’ 


8 “The ARF will need a high de- 
gree of cooperation and a lot of 
volunteer effort on the part of its 


subscribers to render fhe kind of 
service they need and become the 
kind of organization they want it 
to be,” he pointed out. 

Describing the foundation's pro- 
| gram as a “milestone in the for- 
| ward progress of advertising,” Mr. 
| West said: “Within my long recol- 

lection, I don’t know of any pro- 
| ject that has aroused such wide- 
|spread and genuine interest and 
been given so much critical scru- 
tiny at its inception as have the 
|plans for the enlarged (ARF) 
undertaking.” 

Media members of the founda- 
tion to date include American 
Builder, Business Week, Dell 
Men's Group, Farm Journal, Look, 
Modern Romances, Modern Screen, 
Pathfinder, Photoplay, Printers’ 
Ink, Screen Stories, This Week 
Magazine and True Story 


Radio Publicity Bows 

Siegfried Arno and Heinrich 
Schoenmann have organized Ra- 
dio Publicity Associates at 259 
Delaware Ave., Buffalo. 


Quarterly Turns Bi-monthly 


Modern Lamps, quarterly pub- 
lished by Krieger Publications 
Inc., New York, will change its 
name in January to Modern Lamps 
& Accessories and will be issued 
every other month. The advertis- 
ing rates have been increased 
about 20%, the new rate for a 
b&w page one time being $145. 
Charles Broffman, eastern sales 
representative of Lighting & 
Lamps, another Krieger publica- 
tion, has been named advertising 
manager of Modern Lamps & Ac- 
cessories. 


Robert Cary Named V. P. 


Robert W. Cary has been elected 
v.p. of Bowker & Co., Toledo pub- 
lic relations concern which he 
helped organize two years ago. 
Mr. Cary was at one time director 
of planning and director of in- 
dustrial relations for Willys-Over- 
land Motors Inc., Toledo. 


Ward Promoted to S.M. 


Robert W. Ward, sales repre- 
sentative, has been promoted to 
sales manager of WJJD, Chicago 


Higgins Ink Shifts Agency 
Higgins Ink Co., Brooklyn, man- 
ufacturer of inks and adhesives, 
has appointed Waterston & Fried, 
New York, to handle its advertis- 
ing. Calkins & Holden, Carlock, 
McClinton & Smith, New York, 
previously had the account. 


Fitzgerald Agency Moves 

Fitzgerald Advertising, New Or- 
leans, has moved to the Lee Circle 
Bidg., 1040 Charles St. 


CHARLESTON 


WEST VIRGINIA 

The LARGEST MARKET 
in the state with the high 
average family income of 
$6,087.00 is served by Charles- 
ton’s ONLY EVENING news- 
paper 
THE CHARLESTON DAILY MAIL 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


like California without the 


BILLION 
DOLLAR 


Are you 
California? 


and : 
They are the three 


paper combination. 


Dollar Valley. That's the inland part 
California—a market independent of the 
coast. Without it, you miss nearly 1/2 of 
California's total gross farm income . . . 
nearly 1/5 of its total retail sales.* 
Soleene sna ge Sean 
You get it only when you're in the solid 
local papers that inland Californians read 
heed 


— The Sacramento Bee, The 


getting complete coverage in 
Hardly—without the Billion 


of 


McClatchy papers 
Modesto 


*Sales Management's 1951 Copyrighted Survey 


FAMENIO BEE . THE MODESTO BEE . THE FRESNO BEE 


McClatchy Newspapers 
National Representatives ... O'MARA & ORMSBEE, INC. 


New York + Los Angeles * Detrou * Chicago * San Francisco 
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Steady Prices on 
Book Paper and 
Newsprint Seen 


New York, Dec, 11 
dustry executives believe that 
prices are likely to remain rela- 
tively steady for both newsprint 
and bock paper during the first 
quarter of 1952 

Most of 


Paper in- 


those queried by AA 


agree that there is little likelihood 
of any price reductions, although 
a few think there may be “some 
harp shooting” in book stock to 
get business. It is generally agreed 
however, that with costs contin- 
uing to go up, price cuts by major 


producers are much out of 
the question 


No lower 


pretty 


prices in newsprint 
seem possible. Production costs in 
Canada are continuing to rise, 
higher Canadian taxes are ex- 
pected, there is no indication that 
the Dominion government wil! 
freeze newsprint prices and de- 
mand for newsprint 1s likely 
to lessen in the near future 


not 


@ While there is understood to be 


more or less of an agreement 
among producers to hold present 
prices, few market men believe 


this will be maintained if higher 
fosts and a favorable market situ- 
Ation make a change in the price 
Structure both necessary and prac- 
ticable. Canadian newsprint pro- 
Guction for 1952 is estimated by 
the Newsprint Assn. of Canada, 
im a survey issued last week, at 
§,690,000 tons, compared with 5,- 
625.000. tons in 1951, a gain of 
465,000 tons 


U. S. consumers are expected to 
fFeceive 145,000 tons more in ‘52 
than in ‘5! 

“The long-term trend of U. S 


Bewsprint consumption is undoubt- 
@dly upward,” the association's 
Survey says, “but there is much to 
indicate that the acceleration and 
@emand between 1946 and 1950 
ts unlikely to continue at the same 
fapid rate 

“UU. S. consumers as a whole are 
Using less than they are taking and 


their inventories are being re- 
built’ 

® Though the association's esti- 
mate for 1952 is within 3°% of ap- 
parent demand, the survey notes 
that the world shortage of news- 
print is not evenly distributed. The 


ipparent shortage of about 275,000 


tons for countries other than the 
VU. S. and Canada is more than 
$% of their total supply 

The NAC’s estimated tonnage 


to be supplied to U. S 
for 1952 from 
lows 

From Canada, 4,930,000 tons in 
‘52, compared with 4,790,000 tons 
in °51, an increase of 140,000 tons; 
from U. S. mills, 1,110,000 tons in 


consumers 


all sources is as fol- 


‘52, compared with 1,085,000 tons 
in ‘51, an inerease of 25,000 tons; 
from European sources, 180,000 


tons in ‘52, compared with 
tons in '51, a of 


200,000 
decrease 20,000 


DAYTONA BEACH 


FLORIDA 
Florida's Year ‘Round Resort Reached By 
DAYTONA BEACH NEWS-JOURNAL 


Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 
tourist popularity 
Over $59,000,000, effective buying in- 
income. 
. Over $60,200,000 retail sales 
A quality market index of 139. 
. 1956 total advertising 11,416,160 lines 
SEND FOR OUR ADVERTISERS MERCHANDISING PLAN 
Represented by V. J. Obenaver Jr In Jacksonville 
And Nationally Kepresented By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all sing centers 
—— GET OUR CITY ZONE FOLDER — 
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tons. U. S. users of newsprint in 
52 are expected to receive a total 
of 6,220,000 tons from all sources, 
compared with 6,075,000 tons in 
51, an increase of 145,000 tons. 


s The market for wastepaper has 
weakened conspicuously during the 
past month. Wastepaper collections 
have fallen off with lower prices, 
packers are reportedly 
paying to have mixed wastepaper 
burned at city dumps. 

Commenting on the’ current 
wastepaper situation, Colley S. 
Baker, director of the eastern con- 
servation committee of the Waste- 
paper Consuming Industries, said 
that “many waste material dealers 
who normally devote most of their 
attention to wastepaper are turn- 
ing their attention to the govern- 
ment sponsored drive for iron and 
steel scrap because of larger prof- 
its.” 

Wastepaper packers have also 
encountered difficulties in obtain- 
ing new baling presses, Mr. Bak- 
er said. He denied emphatically 


and some 


, cline has been great.” 


that the bottom has fallen out of 
the wastepaper market. “By pre- 
vious standards, it is still good, 
but compared with last year and 
the first half of this year, the de- 
Many mills 
are understood to have a substan- 
tial inventory in graded wastepa- 
per 

The market for packaging mate- | 
rials also has fallen off. National 
Paperboard Assn. reports produc- 
tion off more than seasonally 
Production for the week ending 
Dec. 1 was 17.5% below the com- 
parable week last year; new orders 
were down 31.1%, and unfilled 
orders were down 49.4% 


Universal Atlas Boosts 2 

Universal Atlas Cement Co., 
New York, subsidiary of United 
States Steel Corp., has promoted 
George H. Reiter, v.p and general 
sales manager, to the newly cre- 
ated office of executive v.p. Fred 
T. Wiggins has been promoted 
from v.p. and assistant general 
sales manager to v_p. and general 
sales manager 


Advertising 


Winegrowers Start Drive 

The Cooperative Winegrowers of 
South Africa has launched a cam- 
paign in Canada for Paar! wines 
and brandies designed to educate 
Canadians to the use of wine. 


Copy stresses that the serving of | 
“needn't be any more com- | 


wine 
plicated than serving tea or cof- 
| fee.” The campaign grew out of 
an analysis of the Canadian mar- 
ket which indicated a prejudice | 
against wine because of difficulty 
in serving, and the idea that ex- 


—— glassware and equipment! 


vas essential. The Toronto office 
of McKim Advertising is handling 
the promotion. 


Hile-Damroth Elects Alling 
Charles B. Alling Jr., general 
sales manager of Hile-Damroth, 
New York sales counseling com- 
pany, has been elected president 


Former president William G. Dam- | 


roth has resigned to become a sales 
consultant. Hile-Damroth has ex- 
panded its services to include 
packaged visual sales promotion 
campaigns and sales training and 
educational programs for both in- 
dustry and the armed forces 
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Britannica Names Agency 

Encyclopaedia Britannica Inc., 
Chicago, has appointed Ruthrauff 
& Ryan, Chicago, to handle all of 
its general advertising, effective 
Jan. 1, in connection with its ma- 
jor products, Encyclopaedia Bri- 
tannica, Britannica Junior and the 
Britannica Book of the Year. The 
advertising schedule for 1952 has 
not been set. Geoffrey Wade Ad- 
vertising, Chicago, the current 
agency, announced that it re- 
signed the Britannica account, ef- 
fective Jan. 1 


Maltby to ‘House Beautiful’ 

| Herbert Maltby, formerly dis- 
| trict sales manager for Reuben H 
Donnelley Corp., New York, has 
joined the eastern office of House 
Beautiful. He replaces Tom Walsh, 
who was recently recalled to ac- 
j tive duty by the Marine Corps 


| Two Join Inland Press Assn. 

Inland Daily Press Assn., Chi- 
| cago, has elected to membership 
| the News-Bulletin, Brookfield, 
|Mo., and the News Herald. Hut- 
chinson, Kan. 


&; Mail Order result story. 


About this time of year when the Christmas Spirit raises 
its curly head even among statisticians 


we like to get away 


trom the sales pitch and run a sentimental story. Look at the 


letter which ran in the Sunday News of May 6 last. 

Dear Sir: lam 6 years old. | have had polio since Twas 13 
months old. I have to wear a long heavy brace on my right leg 
and my mother can't give me much exercise bec ause she has 


five small children to tend 


to the mailbox then. 


paper and maybe someone would write to me. 


down 


You see, 


a million. 


Dickie gets a kick out of his mail. 


@ Saucier, Miss., pop. 256, is twenty-tive miles from the 


nearest cities, Gulfport and Wiggins 


@ The Ladners live in a two room farm house on a country 
hilltop. Nearby is the foundation poured nine years ago, for 
the dream house they were going to build. That was in 1942, 


when dreams and houses had to be deferred. 


Shortly, twenty-three year old Levin Ladner, Jr. was in 
the Navy. Part of his hitch was spent as a fireman in the 
Brooklyn Navy yard, where he came to know New York as 
“the most wonderful place in the world.” 

Dickie has an eight year old sister, and two sisters and a 
brother younger than himself. His father’s job in the sawmill 
is not full-time. With five small children, there isn’t money 
enough for a new house—or even treatments for Dickie’s leg! 


liberty town, 


© Since one of Dickie’s favorite recreations was riding his 


“trike” ach day, his mother thought of 


to the mailbox ¢ 


So I ride my tricycle to and from the mailbox to help 
exercise my leg and | would be the happiest little boy in the 
world if 1 could get some mail. It would be lots of fun to ride 


So I thought maybe you would publish my letter in your 


sir, | decided to send this letter to New York 
because my father was once stationed there while in the Navy 
and he said it was the most wonderful place in the world. 

1 would be glad of any kind of mail. 1 know you won't let me 
My address is Dickie Joe Ladner, Route 1, Box 43, 
Saucier, Miss. The mail carrier knows me real well. Thanks 


circulation 2,350,000 


writing the letter to The News 
get people to write! Have you written Mother lately? 


was the RFD carrier's best customer 
pieces of mail—800 in a single day 
Letters came from all over, all kinds of people of ull ages, 
on every kind of stationery. Miss Ward's third graders at 
Islip, L. 1. sent cheerful scribbles. The whole third grade of 
Our Lady of Good Counsel School in Staten Island, N.Y 


You know how hard it is to 


© Dickie’s letter ran in the Metropolitan edition only. 


And for the next two weeks. Dickie 
had more than 4,000 


became pen pals of Dickie. US soldiers in Germany wrote 


@ There was a small 
books, wrist watches, 


single Spring! 


For a while, three letters per week came from Gls in Korea 


mountain of packages . .. candy, toys, 
even a slide trombone. A telephone 


operator offered to pay for a call from Dickie to his favorite 
movie star. On Mother's Day, gifts came for Dickie’s mother 
. It was like a whole lifetime of Christmas squeezed into a 


For days before Dickie’s birthday, parcels poured in 


marked “Do Not Open Until July 20." The loot included a 
Hopalong Cassidy suit from California, a set of illustrated 
encyclopedias, a piano from the “I Am Your Neighbor Club” 
of Gulfport, Miss., an offer to pay for piano lessons from a 
News reader in Newark, N. J., a streamlined bicycle with 
special footguards and pedals to replace his outgrown tricycle 

Dickie’s birthday cake was made from ingredients sent by 
one correspondent; another supplied ice cream, and a third 
sent a handmade tablecloth from Germany. 


@ But by far the best of Dickie’s good fortune was the 
Policemen’s Benevolent Association, of Dover, N. J. which 
made Dickie its mascot, provided new clothes, and offered 
him a month's vacation with all expenses paid. 


© When the New Orleans plane landed at Newark Airport 


on November 10, seventy-five cameramen and reporters gave 
Dickie a VIP reception. Harold Erickson, president of the 


Dover PBA presented him with a policeman’s badge 
Every day of his visit was a special event, including 


appearances on television and radio programs 


Dickie gets VIP treatment at Newark firport 
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Mail-Ad Co. Issues ‘Ad-Art Book No. 1’ 


Los ANGELES, Dec. 13—Mail-Ad 
Co. has published a new advertis- 
ing art book containing modern, 
sophisticated illustrations, each of 
which is designed to be used in 
some 50 to 100 different ways. 

The “Ad-Art Book No. 1,” first 
of a series of Ad-Art books to be 
published by artists on the Mail- 
Ad staff, was executed by Bob 
Sandmeyer, a frequent contributor 
to national publications and the 
subject of a five-page editorial 
piece in Life in 1947, which de- 
scribed his lecture illustration 
techniques. 


@® Mr. Sandmeyer felt that many 
of the art books now currently 
available reflect a traditional art 
technique and are inadequate for 
the needs of direct mail houses, 
advertising agencies, publications, 
offset printers, department stores 
and letter shops which desire mod- 
ern source material 


His current offering contains 64 
pages, and is printed on one side, 
to enable offset printers to clip 
only the illustrations desired at the 
moment. The volume contains a 
total of 620 illustrations and is 
priced at $5. 

Copies are available from Wil- 
liam Desmond Ryan, president of 
the Mail-Ad Co. (and past pub- 
lisher of Campus Magazine), 6238 
Wilshire Blvd., Los Angeles 48. 


Sponsors Local Telecasts 

The Metropolitan Buick Dealers 
of Southern California has signed 
to sponsor about half of the tele- 
casts of 21 home basketball games 
of University of Southern Califor- 
nia and University of California 
over KHJ-TV, Los Angeles 
Anderson-McConnell, Hollywood, 
is the agency. Farmers’ Insurance 
Group will sponsor a 15-minute 
sports show immediately preced- 
ing the telecasts. Factor-Breyer, 
Los Angeles, is the agency for 
Farmers’. 


TRAFFIC BUILDER—Lewyt Corp., moker of 

vocuum cleaners, has introduced this 

filter rack to dealers as a store traffic 
builder. 


Haug Joins Factor-Breyer 
Regina J. Haug, formerly head 
of the accounting department of 
Grant Advertising, Chicago, has 
been appointed comptroller of Fac- 
tor-Breyer, Los Angeles agency. 


ABP Ads Will Show 
How Readers Depend 
on Business Press 


New York, Dec. 13—Associated 
Business Publications has launched 
a new double-header advertising 
campaign in the advertising press 
and in ABP member publications 
The new campaign has been plan- 
ned to do a double job, according 
to John G. Belcher, publisher of 


Progressive Architecture and 
chairman of ABP’s promotion 
committee 


Ads in the “advertiser-agency” 
series, consisting of a new spread 
every other month, will emphasize 
for advertisers and agencies how 
readers depend on the editorial and 
advertising pages of business pa- 
pers for news, product and service 
information and similar data di- 
rectly related to their on-the-job 
use 


® The same ads, with copy adapted 
for use in ABP’s 116 member pa- 


Dickie collects ietters and packages sent hy News readers. 


And on November 29, his Dover sponsors brought him 
over to visit The News and WPIX. Like many another News 
visitor, Dickie was thrilled to get a still-warm linotype slug 


bearing his name in type 


The Dover policemen also arranged a consultation for 
Dickie with Dr. Henry H. Kessler, noted bone specialist, 


— 
Dickie learns about the linotype. 


and say that funds will be forthcoming tor any treatment 


recommended by Dr. Kessler. 


© To date, the letters and packages sent to Dickie total 


© There just are no readers like News readers! 
Nothing in their favorite newspaper escapes their cagle 
eves, three-line filler or dinky littl: ad in a local section 


Whether you are a small boy in Mississippi, or a cynical 


size 


@ The Sunday News, we modestly admit, is the nearest 
thing in this country to a national newspaper. Of its more 
than 4 million circulation, 2,350,000 is within fifty miles of 
New York; and the other 1,650,000 is USA, with a thin 
sprinkle over the civilized world 

It is not only New York's preferred Sunday newspaper, 
but read in 25,000 other cities, big towns to whistlestops 


@ You national advertisers can cut yourself a market to 
whole thing, or Metropolitan, Country, Manhattan, 
Brooklyn, Kings, Queens, Queens & Long Island, or 
Newark sections 


silo manufacturer in Worseoff, Wis., their hearts and purses 
are wide open if you have something worthwhile. Register 
with News readers—and you're in, like Roosevelt. 


@ And because the package is so big, the price is low enough 


to show sales at a profit. Don't take our word for it—ask the 
big New York stores which spend millions of dollars a year 


8.500. Dickie’s mail has brought a mild celebrity to the 


Ladners, but no profit. Levin Ladner still has only a part- 
tume job. The $500 in cash gifts is being saved for Dickie’s 
education. Mrs. Hannah Ladner and her neighbors have 


acknowledged all the gifts, but not all the letters—can't 


afford the postage. 


© As Dickie said, on his visit to The News, “We're poor, 


but fm having a-wonderful time.” 


THE 


in The News, or the one-inch mail order advertiser 


© If you want to sell your products, choose the newspaper 
that sells more people than any other in this country ... 
And why wait any longer? 


4 NEWS, New York’s Picture Newspaper 
220 East 42nd St.. New York 
15S Montgomery St., San Francisco . 


Tribune Tower, Chicago 
1127 Wilshire Blvd., Los Angeles 
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pers, will be used by most ABP 
papers to emphasize to their own 
readers the on-the-job benefits 
that result from thorough reading 
of business papers. By adding spe- 
cial copy, each member paper will 
be able to promote its services to 
the readers in its specific field 

In a pre-test of the first spread 
with advertising managers, the 
new ABP campaign effectiveness 
was rated “high.” The campaign is 
part of ABP’s over-all promotion 
program, which is the largest in 
the organization's history. It is 
handled by Media Promotion Or- 
ganization Inc 

In addition to the two-phase ad 
campaign, ABP will continue its 
speakers bureau activities without 
letup. During the past year, the 
ABP speakers’ bureau presented 
70 programs before students and 
professional advertising groups 
For the coming year, ABP is of- 
fering four programs on business 
paper editing, advertising and 
readership, and on the preparation 
of effective business paper adver- 
tising. 


® National chairman of the ABP 
speakers’ bureau is Harold E 
Green, midwest editor of Printers’ 
Ink. Other members of the super- 
visory committee include William 
F. Buehl, assistant district man- 
ager, McGraw-Hill Publishing Co., 
Philadelphia, who is eastern co- 
chairman, and Richard E. McCarty, 
business manager, Western Aduer- 
tising, western co-chairman 

Handling assignments for the 
bureau, in addition to the chairman 
and co-chairmen, are about 30 
publishers, editors, sales managers 
and salesmen of ABP member pub- 
lications. 

Heavier emphasis during the 
coming year at college meetifigs 
will be placed on business pub- 
lishing as a career. ' 


Agency Adds 4 Partners : 
Allen & Reynolds, Omaha agen- 
cy, has added four partners to 
organization following the retife- 
ment of Earl Allen, senior paft- 
ner. They are: Robert H. Rey- 
nolds, account executive » 
treasurer; Quentin H. Moore, S. 
director; Milton J. Stephan, radio 
and television director, and Helen 
Moeller, director of researgh. 
Milton H. Reynolds and Karl ‘ 
Joens, who were partners of 
Allen before his retirement, 
continue as senior members of 
new partnership. The agency ! 
continue to operate as Allen & 
Reynolds 


D’ Ambrosio Joins DeClerque 
Andrew D'Ambrosio, formerly 
in the media department of Ruth- 
rauff & Ryan, New York, has 
joined the New York office of 
Henry DeClerque Inc., publishers’ 
representative, effective Jan. 1 
The Albertan, Calgary, Alta., and 
the Sun, Brandon, Man., have ap- 
pointed the DeClerque organiza- 
tion their U.S. representative 


Newman Joins Hanly, Hicks 

Eugene C. Newman, formerly 
with Gardner Advertising Co., St 
Louis, has joined the copy staff of 
Hanly, Hicks & Montgomery, New 
York. 


Jettrey Clapp Elected V. P. 

Jeffrey W. Clapp has been 
elected a v.p. of National Distillers 
Products Corp., New York. He will 
be in charge of beverage sales to 
the monopoly states. 


ELIZABETH 


NEW JERSEY 


A Wealthy Market For Your Product 


Covered By The 
ELIZABETH DAILY JOURNAL 
75% of Union County’s Retail Sales 
($417,354,000) are made in the 
Elizabeth Daily Journal’s Trading 
Market. Advertise in the 
ELIZABETH DAILY JOURNAL 

ASK POR ADDITIONAL MARKET FACTS 
Nationally Pepresented by 


WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 


in all principal advertising centers 
~— GET OUR CITY ZONE FOLDER — 
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November Advertising Pages and Linage in National Magazines 


Pages - 
Nov Nov. Jan.-Nov. 
1951 1950 1951 
Weeklies, Bi-Weeklies, Semi-Monthlies 
*Capper's Weekly 6.5 5.5 56.5 
*Christian Advocate 413 30.1 265.2 
Collier's 150.7 1743 =61,558.0 
Cue 9L5 104.7 912.5 
Grit 16.5 20.6 177.3 
Life 387.8 466 3,734.7 
Look 139.1 1554 1426.9 
New Yorker 446.0 4625 3,201.4 
Newsweek 266.0 236.9 2,662.2 
Pathfinder 47.0 63.6 487.4 
29* Quick 37.0 8.0 326.0 
Saturday Evening Post 388.0 417.7 4,045.9 
t*Saturday Review of 
Literature 119.3 76.6 628.3 
{*Sporting News 18.2 21.1 303.5 
ime 355.4 3195 3,519.9 
U.S. News & World , 
Report 190.0 98.1 1,533.0 
Total Group 2,663.3 2,553.2 
Not included in totals. §Started 
(429 lines) in 1950. {Four issues in November 1951 
Women’s 
“American Family 15.2 9.7 119.7 
=*Better Living %.3 — 98.0 
= Everywoman's 39.1 —- 314.1 
Family Circle 69.2 60.8 629.1 
Good Housekeeping 172.0 176.3 1,603.1 
*Holland’s Magazine 25.9 33.1 221.2 
Household 60.9 62.3 497.4 
Ladies’ Home Journal 143.0 143.6 1,287.4 
McCall's Magazine 88.5 80.9 811.3 
Parents’ Magazine 76.3 78.5 734 
Seventeen 84.2 86.6 1,097.7 
Today's Woman 90.7 74.0 733 
*Western Family 
Southwest Edition 33.1 444 409.9 
* 2 Mountain ‘Edition 28.7 ae 98.9 
#WNo. Calif. Edition 30.4 46 366.1 
ZNorthwest Edition 31.4 38.5 392.7 
*Woman’s Day 84.3 68.7 746.1 
Woman's Home Companio 94.2 100.7 879.9 
Total Group 1,037.5 1019.6 9,770.3 


BNot included in totals 
Mote at end of linage tabvtation 
sue 


~s 
33 
3 


ReRkehy 


~ 
w 
2 

m2 COKCK OOP UUUN 


ra Nuerw 
Peasy: 


1,028.1 


Otticial Figures as Compiled by Publishers Information Bureau 


Publications with an * report directly to ADVERTISING AGE 


o- 
Nov 
1951 


79.7% 


41,171 


Jan.-Nov Jan.-Nov. 
1951 1950 
126,585 121,178 
109:736 91,711 
1,059,125 1,032,884 
186.252 235363 
38. 2,400,140 
970,014 963,120 
1,373,020 1,334,947 
1,117,779 984.676 
; 226,243 
2,749,868 2,792,983 
266.940 258,955 
329,359 _ 346,579 
1,477,682 1,300,489 
643,406 423,073 


24,512.7 23,0808 1,424,821 1,403,858 13,535,129 12,926,470 


Started publication with May 1951 issue 


five issues in November 


9,627.0 


accepting advertising in April 1950; only full-page 


1950 


547,446 


units accepted 


540,397 


Started publication with 
"Started publication with September 1951 issue. “Started ' 


tlarger page size 


51,364 37,281 
84,870 — 
143,698 — 
269.593 240,445 
201 705,027 
.950 104, 
212,987 231,616 
875.214 911,242 
51.562 3,7 
314,416 318,151 
746,339 771.285 
314,468 255.818 
175.947 191.755 
42.482 — 
157,040 43.411 
555 166,844 
319.557 274,110 
598,236 597,699 
5.210.834 5,162,494 


January 1951 issue. “See 
tion with 1950 


it 


General 
PAmericain Artist 33.0 38.7 330.9 329.9 13 877 16.249 
PAmerican Forests 15.2 11.7 178.4 1715 6.370 4,928 
American Legion 22.6 16.4 185.2 170.7 9.527 6,893 
merican Magazine 32.1 37.8 325.7 377.2 13,472 15,867 
gosy 22.4 19.1 215.5 161.8 9 581 8.191 
tlantic Monthly 35.2 24.2 216.3 212.8 14,776 10,150 
hristian Heraic 54.8 56.3 424.3 430.6 23,502 24.160 
olumbia 11.7 10.5 67.3 74.9 7,946 7,112 
ronet 16.0 24.0 211.0 204.0 2.912 4,368 
mopolitan 434 57.4 445.7 547.7 18.599 24,609 
agle Magazine 9.0 7.3 57.6 61.3 3.781 3,065 
Ebony 57.3 468 568.5 6 39.055 31,790 
$ Magazine 16.0 147 107.9 111.0 6.878 6.304 
wire 88.6 89.6 707.3 667.5 60,243 61,043 
tension 28.9 25.5 241.8 250.8 19,873 17,513 
rmet 49.6 55.4 347.3 323.9 21,266 23,715 
rade Teacher 43.5 39.9 309.7 312.5 19,190 7,598 
rper's Magazine 29.3 20.0 195.0 302.4 12,270 396 
tiday 81.2 72.4 702.4 687.2 55,152 49,132 
improvement Era %.3 34.9 325.7 334.0 15,555 14,969 
Bnstructor 30.7 35.2 252.7 262.1 21,020 4,087 
Motor Boating 55.4 60.6 843.4 923.7 32.585 35.623 
Wational Geographic 446 511 4048 433 10,591 12,138 
ur World 31.1 28.8 281.5 273.3 21,120 19.616 
Promenade 33.9 45 251.2 252.7 14,550 4,836 
edbook Magazine 28.6 29.2 260.3 252.1 12,256 12,521 
* Rotarian 94 10.0 78.8 76.3 3,928 4,189 
13.5 14.8 69.5 67.5 9,044 9,912 
Bport 7.5 110 79.5 90.7 3.208 4,712 
Town & Country 100.6 81.5 855.7 737.7 67,557 54,733 
45.8 37.3 352.5 356.2 19,608 16,001 
Machting 64.0 62.9 822.5 901.0 37,632 36.985 
Total Group 1160.5 11243 10,4528 10,5383 605.904 577,318 
tLarger page size (2429 fines) op 1950 | November-December issues combined 
Home 
American Home 30.5 76.3 707.9 693.2 50,803 48,193 
Better Homes & Garden 172.1 173.7 1613.0 1616.3 108,729 109,721 
House Beautiful 209.2 2015 1,282.4 1,238.9 132,173 7.268 
House & Garden 185.9 188.0 1,068.5 1,080.3 117,423 118,745 
=tLiving 93.4 57.3 495.5 293.0 59,016 23 
Sunset Magazine 106.8 93.5 969.5 $21.7 44.867 39,249 
Total Group 8479 790.3 61368 5,743.4 453,995 443,176 
=Not included in totals ‘No Jaquary 1950 issue 
Fashion 
Charm 74.0 62.2 906.2 736.5 31,785 26,713 
Glamour 83.7 90.1 1,118.8 1124.7 35,897 38.670 
Harper's Bazaa 127.4 127.1 1.2782 1,200.5 499 80,316 
Mademorse lle 80.2 82.2 1.1315 1,095.9 34,418 35,245 
Vogue 174.3 185.6 1842.1 1,686.0 110,135 117.283 
Total Grou 5396 SA72 6.2768 5,843.6 292.734 298,227 
Movie-Romance-Radio 
Dell Modern Grown 
Modern Romances 40.8 416 383.2 385.4 7,488 17.817 
Modern Screen 43.6 %.7 391.3 395.6 18.701 15,738 
Screen Storie “4 33.3 Mo4 3515 15.613 14,282 
Fawcett Womens Group 
Motion Picture 31.7 M4 323.8 347.5 13.613 14.756 
True Confessions 39.5 45.5 415.5 444.6 16.924 19.532 
Hiliman Women + Group 13.3 13.3 130.0 135.7 5.737 5,742 
Hillman Movie Grouo 5.8 5.5 55.9 69.8 2.469 2,364 
Ideal Women's Group 15.8 141 160.2 137.9 6.788 6.050 
Ideal Movie Group 59 76 57.9 719 2.523 3.245 
Ideal Romance Grove 121 13.2 93.7 94.2 5.203 5.655 
Personal Romances 15 18 149 4.1 635 744 
t*Quality Romance Groun 3.0 — 6.0 — 11M a 
Sereenland Unit 286 277 293.6 244.5 12.253 11,878 
*Secrets Romance Group 
tt Revealing Romances 173 — 151.1 — 7.410 a 
Secrets 22.5 20.5 229.6 2115 9.684 8,829 
True Story Womens Group 
Photoplay 10.8 416 4175 455.9 5.798 17.857 
Radio & Television Mirror 26.8 25.5 279.3 a 11.474 10,919 
True Experience 26.1 27.9 287.8 318.7 11,191 1,960 
True Love Stories 26.4 26.5 292.2 309.9 1,334 11,384 
True Romance 28.4 29.1 305.0 336.8 12,192 12,482 
True Story 60.4 59.3 585.6 638.2 25.897 25,399 
Total Group 479.9 4846 4827.8 5.076.6 205,833 804 
=WNot included in totals. tStarted publication with September 1951] issue 
February 195]; not published during 1950 


NOTE: Figures for each publication in the Dell 


Business 
Business Week 442.1 
Dun's Review 56.7 
Forbes 09 
Fortune 156.0 
Modern Industry 98.8 
Nation's Business %.1 
Total Group . 820.6 


146,014 
5 


138,982 138,556 
74,970 72,030 
77,863 71,866 

136,762 158,379 
92.503 69,340 
90.788 89,264 

181,961 184,729 
45,762 50.941 
38,402 37,128 

190,983 789 
24,239 25.924 

386,670 303,560 

395 47,624 

481,083 454, 

166,404 172, 

148.807 138,718 

136,565 ’ 
81.704 126,819 

477,337 466,881 

139,758 143,252 

942 179,518 
906 543, 
96,281 103,071 
191,288 777 

7,751 08,480 

111.619 108,177 
33,519 32,658 
46,672 45,300 
34,073 38.905 

574,703 495,230 

151,193 152. 

483,830 529,787 

5.480.311 5,466,432 
7.153 438,028 
1,019,231 1,021,588 
938 782,344 

674.592 677.982 
12.891 185,087 

407.167 345,111 

3,358,081 3,265,053 

388,926 316,044 

479,905 482.603 

807.733 758,565 

485,771 470, 

1,136,412 1,065,174 
3,298,747 3,092,650 

164, 165,243 

167,767 169. 

145,922 150,796 

139,003 149,154 

348 190,749 
048 58.619 
24.036 29.988 
68.792 59.330 
24,982 30,878 
40,331 40.401 
6,371 14,624 
2.268 — 

126,020 104,959 
64,749 — 
98.645 90,796 

179.013 195,582 

119,684 130,596 

123,408 725 

125,323 133,031 

130.842 144,571 

251.017 273.687 


2071157 2.178.640 


207. . 
tChanged from bi-monthly to monthly effective 


Fawcett and True Story groups include all advertising carried by the 
groups as a whole PLUS additional advertising carried by each individual publication 


1,845,435 1,458,188 
220.290 184.849 
152739 138.142 
817.808 670.552 
612.535 533.672 
138, 151.880 

5,787,432 3,137,283 


—_ 7 Lies -—————_7. 
Nov Nov. -Nov. Jan.-Nov Nov. Nov. dan.-Nov. Jan.-Nev. 
1951 1950 1951 1950 1951 1950 

Youth 
*The American Gir! 9 12.7 201.1 155.4 6418 5,432 305 2 
Boys’ Life 20.9 218 175.1 163.2 14,220 14,843 119,172 1,064 
*Child Life 9.6 42 32.3 173 4,127 1811 849 7,517 
= '*Cor 6s —— 688 a 2,885 oa 509 — 
**Open Road 10.9 112 9 93.5 4,661 4,785 37,233 40,091 
"Scholastic Magazines 29.8 25.1 261.1 201.6 12,504 10,552 590 84,667 
#°°21 ... és 8.0 — 23.4 a 1,455 a 258 —_— 

Total Group ........ 86.1 75.0 736.5 631.0 41,930 37,423 366,149 309,981 
=Not included in totals. ‘Started publication in July 1951; November-December issues combined. ‘No August 1951 issue. 
‘Three issues in November 1951; issues in November 1950. Dublication in July 1951; pulications suspended with 
combined October-November issue. 
Outdoor & Sports 
*American Rifleman .. 63.2 56.3 $37.2 542.6 27,095 24,163 230,457 232,292 
Field & Stream 52.0 57.2 620.0 688.9 22,320 24,540 265,998 295,571 
*Fur-Fish-Game .... 20.7 21.6 210.8 226.4 8,862 9,271 90,327 97,017 
St*Hunting & Fishing 26.5 — 297.4 —_ 11,351 — 127,519 —_ 
Outdoor Life .. 54.4 47.9 594.0 621.0 23,365 20,537 254,890 266.471 
*Outdoor Sport 10.0 8.3 128.4 114.7 4,290 3,542 54,933 49,131 
Sports Afield ... $1.7 55.4 555.6 648.0 22,185 23,788 238,281 277,869 

Total Group baa 252.0 2467 2645.9 28416 108,117 105,841 1,134,886 1,218,351 
Not included in totals. tCombined with Outdoorsman effective February 1951. 


Magazine Linage Trend. figures in thousends 


Science & Mechanics 


Mechanix Illustrated 79.0 82.8 8 779.6 17,691 18,540 167,954 174,635 
Popular Mechanics 148.3 145.1 = 1,423. 1,519.3 3.208 32,501 318,750 3: 
*Popu ar Science 144.3 133.8 1.3014 1,406.9 329 29,974 291,533 315,109 
Total Group ..... 1.6 %17 = 3,474.2 3,705.8 83,228 81,015 778,237 830,059 
Detective & Fiction 
Dell Men's Group ........ 22.6 211 204.1 207.3 9,701 9,104 87,786 89,340 
=§*Macfadden Men's Group 33.4 os 243.3 a 14,333 — 104, — 
*Popular Fiction Group ...... 15.1 18.7 174.0 163.6 3.376 4,198 38,953 32,632 
*Thrilling Fiction Group ...... 11.9 12.7 124.7 129.9 2.660 2,840 27,910 29,121 
SD acu eunanens 49.6 52. 500.8 15,737 16,142 154,649 151,093 
Not included in totals. §Group contained three magazines in November 1951; two magazines in November 1950. 
Farm 
Capper's Farmer ‘ 60.9 53.1 342.6 575.1 41,457 36,098 369,159 391,247 
Country Gentleman 100.3 105.7 10625 1,087.7 216 71,907 723,134 739,729 
Farm Journal .... 9.9 U16 10112 1,082.2 42,836 47,803 433,510 463,825 
tFarm & Ranch with Southern 
Agriculturist 37.0 9 400.4 453.2 . 26,439 272,327 312,256 
TProgressive Farmer 101.0 9LS 897.6 889.9 68,476 291 $10,329 605,771 
Successful Farming 114.4 100.6 1.0486 1,083.9 51,430 45.240 41,752 _ 487,530 
Total Group . $13.5 SOl4 49629 51720 297,575 289.778 2,880,211 000, 
tSee note at end of linage tabulation. 
Newspaper Sections (I) 
(Nationally distributed 
with Sunday newspapers) 
American Weekly .. 416 64.1 495.6 672.8 1,509 63,956 494,070 670,843 
Parade 418 49.6 429.1 439.3 35,434 42,082 364, 373,087 
This Week Magazine 62.2 76.0 697.5 720.2 52,829 64,604 __543,621 611,899 
Total Group . 145.6 189.7 16222 18323 129.772 170,642 1,401,986 1,655,829 
Newspaper Sections (II) 
(All other sections) 
First 3 Markets Group ..... 33.4 35.3 289.4 338.8 33,250 35,275 288,851 338,460 
N.Y. Herald Tribune-This Week 38.7 4.9 4.8 385.0 32,896 46,482 335.056 326,’ 
N.Y. Mirror Magazine . 40.1 50.6 434.1 $00.1 40,080 504 453,480 499,683 
New York Times Magazine 179.1 185.8 1691.3 1,706.4 152,287 157,845 437.627 1,450,083 
Puck-the Comic Weekly 13.9 14.9 164.9 169.8 26.666 28,564 315,732 325.97: 
Tota! Group 305.2 3415 2.9945 3,100.1 285.179 318670 2,830,746 2,940,706 
All figures in the following groups were compiled by Advertising Age 
Comics Magazines 
‘American Comics Group: 
(Total 2 Units) . 115 75 613 28.0 4,347 2.835 23,174 10,544 
"Unit A ies 65 —— 5 — 2.457 — 1,529 —_ 
"ZUnit B 5.0 — —— — 1.890 — 11.645 — 
‘Archie Comics 95 85 40.5 42.0 3,591 3.213 309 876 
Fawcett Comics Group 6.0 6.0 46.3 SLS 2.268 2,268 7,507 23,255 
‘Harvey Comics Group 55 80 35.7 43.6 2.079 3.024 13,513 16,480 
Lev Gleason Publications 7.3 119 116.5 109.1 2.772 4,480 022 41,147 
§Marvel Comics Group 
(Total 3 Units) 30.0 —_ 189.0 147.6 11,430 — 71,820 088 
Red Unit 10.0 _— 63.0 49.0 3.810 — 23,940 18,612 
Blue Unit 10.0 — 63.0 49.3 3.810 — 23,940 18,738 
2Yellow Unit 10.0 — 63.0 49.3 3.810 ae 23,940 18,738 
National Comics Group 
(Total 2 Units) 9.0 85 126.1 125.0 3,404 3,224 47,634 46,265 
Red Unit 5.0 48 66.9 68.3 1891 1,796 25,329 709 
Blue Unit 40 38 58.9 56.0 1.513 1,428 22,305 21,161 
Quality Comic Group 3.0 40 36.0 40.0 1134 1,512 13,428 14,904 
Standard Comics Group 45 35 42.3 33.0 1,701 _ 1323 16,002 12,474 
Tota! Group 56.3 57.9 504.7 472.2 21,296 21 190,589 180,945 
one included in totals. ‘November-December issues combined. ‘Units A and 8 were combined during 1950. §No December 
issue. 
Canadian National Weekend Newspapers (Rotogravure Linage) 
La Patrie . 59.1 56.1 569.1 474.5 59,084 56,055 569,067 474,397 
La Presse 69.9 58.3 587.5 7 69, 58,269 587,561 521,659 
Star Weekly 749 83.1 837.5 776.9 71,153 78,992 795,817 738,051 
tWeekend Picture 
Magazine 76.0 _ 264.5 _ 74,078 _ 257,724 — 
Total Group ; 203.9 1975 19941 T7731 200,163 193,316 1,952,445 1,734,107 
# Not included in totals. Started publication in September 1951. 
Canadian 
| Canadian Home Journal 603 49.5 $14.0 434.3 40,990 3, 544 295,503 
Canadian Homes & Gardens 55.0 56.2 551.3 518.0 37,380 38,219 374,030 348,629 
Chatelaine 66.2 54.9 $12.7 439.2 45,043 349 y 298,694 
Maclean's 76.9 70.6 698.0 628.4 52,297 48,038 474,717 427,284 
Mayfair 617 65.6 597.3 594.8 41,959 ‘ 404,437 
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a es 9.0 6.0 
French (Belgium) .... 64.0 58.0 
French (Intercontinental) 50.0 42.0 
French (Paris) ..... 94.0 74.0 
French (Provincial) ... ; 94.0 82. 


30,515 21,335 333,965 197, 
14,560 948 L 
29.820 31.220 346.620 297, 
9.100 4,732 77.168 49 
9.858 6.696 82.848 
14.560 556 140.322 98, 
5.185 3.910 35.182 18, 
54.0 1,674 1,116 13,330 9. 
430.0 11,200 10,150 97,650 
370.0 8.750 7,350 91,000 68. 
586.0 16,450 12,950 130,375 102. 
590.0 16,450 14,350 131,075 103 


Bioaee BFR 


328 


ry - 

Ly Now dan.-Nov. Jan. -Nov 
1951 1950 1 1950 
French (Swiss) 34.0 38.0 303.0 290.0 
German (Germany) 0 30.0 0 265.0 
German (Swiss) 31.0 400 293.0 276.0 

EE etrsshens 49.5 40.0 427.5 

. ee 34.0 14.0 214.5 116.0 
"Japanese Troop 25.5 22.0 270.5 147.0 
‘Mexican 61.0 60.0 678.0 9 
= New Zealand 27.0 — 214.0 _ 
Norwegian . 0 14.0 166.5 88.5 
Portuguese .. 85.0 83.0 782.5 694.5 
South African 70.0 $2.0 592.0 440.0 
"Southern Hemisphere 46.5 44.0 476.5 487.0 
Spanish (Argentine) 76.5 73.0 829.0 718.0 
Swedish .... 46.5 30.5 365 218.5 
Time - Atlantic . 56.3 40.8 646.7 4314 
Time - Latin American 918 76.8 938.8 767.6 
Time - Pacific . S15 6.8 494.8 3 
Total Group -- 2419.7 1172.3 13,1494 10,2509 


63 
Lines - 
Now Nov dan. -Nov dan.-Now 
1951 1950 1951 1 
5,950 6.650 53,025 50.750 
9.100 5.460 65,338 48.230 
642 7,280 53,326 50.232 
8514 6,880 73,516 52.787 
$,712 2.352 36.036 19.628 
4,641 4,004 49,231 28.334 
11,102 10.920 122,766 100, 352 
4914 —_— —- 
2 2.380 5.040 
14,875 14.525 136.939 121,625 
12,530 9,308 105.948 78,719 
8.463 8.008 86.723 88.814 
13,923 13,286 150,788 133,585 
17,251 11,316 78,556 52.089 
23.660 17,150 271,670 182.600 
38.570 32.270 394,590 


357,566 290,864 3.428.988 2.618.135 


Not included in totais. ‘Started Publication with May 1950 issue. “The 1950 figures for Caribbean, Mexican and Southern 
Hemisphere editions are prior to the Spanish-split. when these three editions were incorporated in Spanish 2. ‘Started 
publication with March 1950 issue. ‘New Zealand edition not published in November 1950 


NOTE: All sectional advertising of Family Circle, Woman's Day, Progressive 


Farmer and Farm & Ranch-Southern Agriculturist 


is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular edition carrying 
the advertisement to the total circulation of the magazine. For example, if a page advertisement appears in an edition rep- 
resenting 15% of the total circulation of the magazine, it is counted in the totals as 15 pages 


Maass Succeeds Schott 
as B.M. on ‘Aviation Age’ 

Robert T. Schott, business man- 
ager of Aviation Age, published by 
Conover-Mast Publications Inc., 
New York, has been appointed 
Cleveland manager of the publi- 
cation at his own request. He has | 
been business manager for the, 
past two years. 

William A. Maass of the Chi- 
cago office of Conover-Mast will 
take over Mr. Schott’s former 
managerial duties with Aviation 
Age in New York. A former naval 
aviator, he has been closely asso- 
ciated with the aviation industry 
for many years. No successor to 
Mr. Maass has been named in Chi- 
cago. 


Bross Transit Adds Olympia 

Bross Transit Advertising, Port- 
land, Ore., has been appointed to 
represent transit advertising on 
Olympia Transit Co. buses 
Olympia, Wash., effective Jan. 1. 
At the same time, Don Knapp, 
formerly sales representative on 
the Pacific Coast for the Hotel 
Guest Informant, has been ap- 
pointed sales manager of the Bross 
agency. 


Lejon Freres to Weightman 

Lejon Freres Inc., Philadelphia, 
manufacturer of Neckline beauty 
cream, has appointed Weightman 
Inc., Philadelphia, to handle its 
advertising. Women’s service mag- 
azines will be used, plus an ex- 
tensive newspaper, television and 
radio campaign. 


Sponsors TV Space Opera 
Kellogg Co., Battle Creek, Mich., 
will sponsor the new science-fic- 
tion TV show, “Tom Corbett, 
Space Cadet,” starting Tuesday, 
Jan. 1, and heard twice weekly, 
Tuesday and Thursday, 5:30-5:55 
p.m., CST, over the American 
Broadcasting Co. network. 


err. 
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RALEIGH 


if you are look- 
ing for an active, 
plus-business market, here's how Raleigh, 
N. C. ranks among the 133 cities in the 
50,000-100,000 population group. 
Per Family Income—1!9th 
29 


Orug Sales—29th 
$3,188,000 
Automotive Sales—31 st 
$26,190,000 
Toto! Retail Soles—48th 
$101,500,000 
Population—7 4th 

’ 
(SM, 11/10/51) 


Sell this important market PLUS 33 Golden | 
Belt Counties at ONE LOW COST ond 
WITHOUT WASTE with The Raleigh News | 
and Observer. 


118,713 Sunday 


(Publisher's Statement, 9/30/51) | 
he Ral: igh 


Nows and Observer 
Rep: The Branham Company | 


| Fiebert to CBS-Columbia 

Murray Fiebert, former] 
of Lanagan & Hoke, Philad 
manufacturer of electrical auto-| 
motive testing equipment, has been | 
appointed manager of the govern- Coronet, has joined the national 
ment contract division of CBS-/| sales staff of Ideal Women’s Group, been handling the bra account for 
Columbia Inc., Brooklyn, manu-| New York. 


Vv. Pp.) 
elphia | 


facturing subsidiary of Columbia; Handles Swimsuit Division 
| Broadcasting System 


O'Dwyer Joins Ideal 


David O’Dwyer, formerly ee on the newly formed 


Peter Pan Foundations Inc., New 
York, has appointed Ben Sackheim 
Inc., New York, to handle all ad- 
swimsuit division. The agency has 


the past 11 years. 


| Englander Boosts Contest 

| Englander Co., Chicago bedding 
| manufacturer, on Dec. 12 published 
a full-page ad in Retailing Daily 
urging retailers to enter the Brand 
Names Foundation “Brand Retail- 
er of the Year” contest. Leo Bur- 
nett Co. is the agency 


LIFE INTERNATIONAL 


Only 


has such 
picture impact 


President Getulio Vargas of Brazil 
finds his country’s foreign trade as pleas- 
ing as a good cigar. 


Sc do exporters to Brazil who advertise 


in the pages of LIFE INTERNATIONAL. 


For LIFE INTERNATIONAL’s single, 


world-wide edition, every other week, pre- 
sents to influential citizens in 120 coun- 
tries a panorama of world events in pro- 
vocative pictures and words, 


This picture impact nets for LIFE INTER- 


NATIONAL advertisers a circulation of over 
300,000 (92% among those in business, 
government and the professions), and an 
average of 10 readers per copy. 


Unmatched by any other English-lan- 


guage consumer or trade magazine over- 
seas is LIFE INTERNATIONAL’s large page 
size, low cost per thousand circulation, out- 
standing four-color reproduction. 


Capitalizing on these exclusives, over- 


seas advertisers invested more dollars-for- 
selling-abroad in LIFE INTERNATIONAL this 
year than in any year so far. 


U. S. overseas advertisers are invited to 


write for the booklet, “Facts about LIFE 
INTERNATIONAL.” 


QUICK FACTS ABOUT 
LIFE INTERNATIONAL 


1 World-wide edition published in Eng- 


lish every fortnight. 


2 Circulation over 300,000—a 60,000 


bonus over the 240,000 rate base. 


3 Audience over 3,000,000—due to pic- 
ture impact thet attracts an average of 


10 readers per copy. 


4 Large page size and full color mean 


advertising impact. 


5 Primary business, government and pro- 
fessional circulation of value to indus- 


trial advertisers. 


6 Large secondary audience for con- 


sumer-product advertising. 


INTERNATIONAL EDITION 


Time-LiIFE Building 
9 Rockefeller Plaza 


York 20, N. Y. 


In every market—read by the thousands who influence the millions 
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the biggest 


PLUS in 
network radio 
history: 10 
all-star shows 


the movie stars are moving to MUTUAL! | 


in 6 prime 


a ee 


evening hours 
every week 7 
Starting 


New Year's Eve 


Leo (MGM) Lion 
provides 


Hollywood 9 


star-talent... yf 


and 
Mr. (MBS) PLUS 
provides Mister PLUS 


new Multi- 
Message 

Plan for 
unprecedented 
advertiser 
benefits 
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FOR NATIONAL 
ADVERTISERS .. . 


Bette Davis & 
George Brent 


x Orson Welles 


FRI 8-8:30 P.M. EST ~ fs: 
ANN SOTHERN * “ADVENTUS maisic® * Comedy of the Air Femrot vam 


MGM Musical AeA 
% Errol Flynn 
x Ann Sothern 
| ... the MUTUAL broadcasting system 
FOR LOCAL 


ADVERTISERS ... 
* Crime Does Not Pay 


Lew Ayres & 
Lionel Barrymore 


Mickey Rooney & 
Lewis Stone 


% Gracie Fields 
x MGM Theatre 


en ee Tt Si BN 


~~ 


0 P.M. EST 
ORSON WELLES *“THE BLACK 
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PHOTOGRAPHIC REVIE 


DIFFERENCE OF OPINION Some of the 100 Dollos Ad Leaguers 
who attended the luncheon Nov. 30 to hear Corl Sundberg, editor 
of Successful Business, speck on “How to put ideos in peoples 


? eens . 
et oes ee 


— 
“= 
. 


2 ot 2G Ea 


EARLY TIMES 


minds and keep them there.” The Dallos County sheriff and 
Dollos chief of police were in the audience, cloiming they thought 
the subject wos “How to put people in ond keep them there 


BIGGEST CARD Child carolers who originally appeared on a small Christmas card 
made by the Hollmark Co. ore shown in Paul Bunyon proportions os they appear 
on Hall's test retoil store in Kansas City, Mo. The figures took three months to build 


and three days to install 


Five display companies cooperated in building and in- 


CHRISTMAS DISPLAY WITHOUT SANTA- 

This Carling’s Red Cop Ale display, pro- 

duced by A. S. Gilman Inc., Cleveland, 

is well suited for use in states where 

alcoholic beverage laws prohibit use of 

Christmos symbols or pictures of Santo 
Clous 


stalling the display, biggest ever produced in Kansas City 


PAST PRESIDENTS HONORED--These post presidents of the Los 
Angeles Advertising Women were honored at a special meeting 
recently. Standing, in the usual order, are Esther Mangan, Los 
Angeles Engraving Co.; Emily Rosine, formerly Los Angeles 
Mailing & Addressing now retired, Thelma Carnall, William 
Carnall Typography; Beatrice Kentz, Katz Agency; Glad Hall 
Jones, KRKD. Los Angeles; Martha Gaston Bigelow, KFOX, Long 


Beach. Seated: Alice Belding, wife of Don Belding, who was 
special speaker at the occasion; Helen Edwards, Helen Edwards 
& Staff, incumbent president; Nancy Baker Tompkins, Los Ange 
les Enterprise; Margaret Lewis, retired; Charlotte De Armond, 
incumbent Ist v.p., advertising manager, Franciscan division of 
Gladding McBean & Co., and Mary Elizabeth Atlee, ad manager 
of Desmond's men’s department. 


FAST WORK—Joan Bennett had but 25 minutes between planes in Dallas to pose for 

this shot, to be used for point of sole materio!l and notional ods by Comette Hosiery 

Mills, New Braunfels, Tex. The agency, Glenn Advertising, Dallas, hod the scene set 
up at the airport, complete with stand-in and photographer 


FIRST IN ‘JET’—W. W. Wachtel, president of Calvert Distillers, looks through a copy 

of Jet after Calvert became the first advertiser in the new magozine. Seated at left 

is John H. Johnson, editor and publisher of the weekly. Looking on ore William Gray- 

son (left), N. Y. representative for Jet; Walter Houghton, ad manager of Calvert; and 
William Newton of Geyer, Newell & Ganger, the Calvert agency. 


SOLID GOLD Y—Richard Tille (right), president of Yami Yogurt Products Inc., 
is presented with a “Golden Y” award by Maurice Dreicer, gourmet and food 
lecturer, in recognition that Yami Yogurt “is one of the world’s finest.” Mr. Tille 


imetituted 1 


recently @ new noti advertising policy for Yami Yogurt, morking the 
first time the product has been advertised in other than localized areas. Hal Stebbins 
inc., Los Angeles, is the agency. 
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™ MIRROR = 


Now The MIRROR is 
SECOND in Total 


The MIRROR’s on the move! During September of this 
year, while its two competitors were taking heavy 
losses in advertising linage, The MIRROR’s advertising 
growth continued. This upward surge moved The 
MIRROR from third place into the Number Two spot 
in total advertising linage in the Los Angeles after- 
noon newspaper field. 

Yes, The MIRROR’s on the move! In October, with the 
competition still losing ground, The MIRROR gained 
another 59,935 advertising lines over the correspond- 
ing month a year ago, publishing a total of 939,468 


Source: Media Records 
See ABC Publishers’ Statements 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


: ™ MIRROR....... 


Advertising Linage 
among Los Angeles 


in Grculation, too! 


lines—74,862 more lines than the third Los Angeles 
afternoon newspaper. 

The growth of The MIRROR as a powerful advertising 
medium is a logical one. For it goes hand in hand 
with The MIRROR’s recent and dramatic rise in circula- 
tion. For the six months period ending September 30, 
MIRROR circulation is at an all-time high of 215,006 
—the second largest afternoon newspaper circulation 
in Los Angeles . . . and in California. Any way you 
look at it . . . circulation-wise . . . advertising-wise . . . 
The MIRROR is America’s fastest growing newspaper. 


America's Fastest Growing Newspaper 


REPRESENTED BY O'MARA & ORMSBEE, INC. + NEW YORK + CHICAGO + DETROIT + SAN FRANCISCO 
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COMPANION’s 4-color gravure printing is easily the fastest process 
in the women’s service field. It is the most economical, as well! 
Phere is no production cost beyond the art work—no plate cost at 
all—and no charge for bleed! This last point alone means that a 
full page bleed advertisement adds 27 per cent greater area at no 
extra cost! 

C. B. Konselman, Advertising Director of A. & M. Karagheusian, 
Inc., manufacturers of Gulistan Carpets, is impressed by this time- 
saving, money-saving story as he listens to COMPANION representa- 
ive Web Blanchard. 


, ee VES ae oe - 


COMPANION’S GRAVURE PRINTING SETS NEW QUALITY HIGH 


C. B. Konselman of A. & M. Karagheusian gets facts on ultra-modern method 


Equally impressive is the fact that COMPANION gravure repro- 
duction is of the highest quality. 

With engravers normally requiring three or four weeks to make 
4-color plates, the COMPANION prides itself on the following 
schedule: 


Art work—nothing more—received December 1 . . . the advertise- 


ment clear, sharp, bright and in the consumer's hands in the 
February issue on sale January 18! 


eia(z!() MPANION 


CIRCULATION: MORE THAN 4,000,000 
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Salesense in Advertising ... 


Is It True that Women Are Denied 
the Bigger Opportunities in Advertising? 


By James M. Woo.r 


“Women in advertising, especially on 
the planning and creative sides of the 
business, are discriminated against in 
agencies.” So sniffed a Pacific Coast ad- 
gal to me not long ago. “For some rea- 
son which has always 
escaped me, and I 
know I do not speak 
for myself alone, agen- 
cy management ap- 
pears to operate on 
the theory that the 
male is the exclusive 
possessor of certain 
talents and virtues 
that qualify him for 
honors and promo- 
tion.” 

I have been wondering, 
many grains of truth there are in this 
charge. No matter how much drive and 
ability they demonstrate in executing 
their daily assignments, do women (not 
in every situation, but speaking gener- 
ally) fail to get a fair break in competi- 
tion with men? 

If the answer is that they do not get 
the recognition they deserve, there re- 
mains the question of who is at fault — 
the management or the gals? 


how 


since, 


® Involved is the question of why women 
are hired by advertising agencies in the 
first place (I am not referring here, of 
course, to stenographic, filing, and cleri- 
cal jobs). I believe the answer to that is 
that they are hired because they are wo- 
men. Being women, you see, they are in 
possession of a certain mysterious quality 
commonly referred to as the “feminine 
viewpoint.” This special quality is also 
sometimes referred to as the “woman’s 
touch.” 

In short, it would appear that women 
are engaged by agencies as specialists, 
and I suspect it is for this very reason 
that they are often not considered when 
broader opportunities beckon. Frequently 
in every branch of business and industry 
it is the specialist who is the forgotten 
man — or woman. 

It is a notion of mine of recent vin- 
tage that the woman in search of an agen- 
cy opportunity with a future should not 
attempt to sell herself merely as a spe- 
cialist in the mysterious art of the “wo- 
man’s touch.” 


@ Over the years, in and out of the agen- 
cy business, it has been my pleasure to 
interview hundreds of young male appli- 
cants. I cannot recall a single instance of 
these applicants making any references 
to the “man’s touch.” Whether the product 
was ladies’ panties or men’s pipes, or 
whether the campaign was scheduled to 
run in Vogue, or Hardware Age, or The 
Farmer’s Wife, made no difference at all. 

It’s not that I don’t set great store by 
the feminine viewpoint. Any agency han- 
dling women’s products is likely to be 


handicapped, as I see it, with a strictly 
masculine staff. But the sole fact of her 
sex should not be the paramount con- 
sideration when adding a woman to an 
agency’s planning and creative staff. 


@ If an applicant is a woman, take her 
feminine viewpoint for granted. Talk with 
her about other things — about her back- 
ground, her education, her experience, 
her objectives, etc. — in the same way 
that you talk in your interviews with men. 

There are a number of outstandingly 
successful women in advertising, mer- 
chandising, and related activities. It is 
my belief that these individuals need not 
thank their sex for their success. The 
quality of their minds — and not their 
petticoats — is the only possible explana- 
tion of their achievements. 

For example, Mrs. Helen Resor, wife of 
Stanley Resor, president of J. Walter 
Thompson Co., deserves immense credit 
for the quality of thinking she has con- 


tributed to making advertising copy an 
instrument of effective salesmanship. In 
an earlier day (but not very long ago at 
that), when advertising as a science and 
an art of persuasion was still cutting its 
baby teeth, Mrs. Resor pioneered con- 
ceptions that to this day are the source of 
inspiration for many successful cam- 
paigns. 

The advertising agency is in debt to 
Mrs. Resor — NOT because she is a wo- 
man but because she is the fortunate pos- 
sessor of a fine mind. 


® Who is at fault if it is true that women 
are being denied the bigger opportunities 
in advertising? Probably the responsi- 
bility is about equally divided. I suspect 
that some women in agencies make no 
real attempt to get ahead because they 
feel the cards are stacked against them — 
a sort of what’s-the-use-I’m-a-woman 
attitude. I have heard it charged that 
some women rely far too strongly on 
their supposed mastery of the feminine 
viewpoint. Innocently, I am sure, they 
hit below the belt. Facts and figures, 
patiently gathered by some poor male, 
are brushed aside with an imperious ges- 
ture and some such bit of logic as this: 
“But you're a mere man! You seem to 
forget that I’m a woman, and I should 
think that on a product such as this new 
cake mix you'd have more respect for the 
feminine viewpoint.” 

Management on its side is at fault be- 


cause it cannot forget that its women are 
women, hence specialists and of little 
value as all-around advertising experts. 


s I have come to the belief that a really 
capable adwoman is capable of straight 
thinking and the production of good copy 
for most any product. But in a great many 
agencies it may be true that she seldom 
gets a chance. Most of the big juicy plums 
— the conspicuous campaigns that attract 
a lot of attention and get talked about - 
are automatically awarded to the male 
platoon. Why? Simply that the woman's 
touch is not indicated. 

Incidentally, what is a man's product 
in this modern day and age’? Cigarets’ 
No, Beer and wine? No. Hard liquor? 
Nope. Things like garden tools? Not nec- 
essarily. The fact is that outside of a few 
items like cigars, razors, and a few per- 
sonal articles of men's wear, I am hard 
put to set down here an imposing list/of 
strictly men’s goods. : 

Maybe the time has come to give the 
girls a crack at some of the advertising 
that has been dominated by male think- 
ing for years. Advertising, as every falr- 
minded critic knows, is sorely in need of 
a new touch, and more than one agenty 
head is casting around for fresh view- 
points. 

Also sorely needed are as many fife 
minds as it is possible to lure into the @d 
business. Fine minds have never been’ a 
male monopoly 
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Mail Order and Direct Mail Clinic... 


Tonic for Mail Order Sales 


By Wuirr NortHMORE SCHULTZ 


How can you make your mail order 
advertising pay? 

Frankly, that question is puzzling many 
mail order merchandisers nowadays be- 
cause ads particularly aren't bringing 
the sales they once did 

Some of us mail 
order ads gross up to ten times their cost. 
Today we're lucky if the ads just pay for 
themselves 

Certain colleagues of mine are blaming 
the media used for these poor results. I 
disagree. Newspapers and magazines were 
better, in my opinion, and new 
based on circulation jumps, verify 
a greater readership 

Well, what's the answer? How can we 
better our mail order promotions” 


used to watch our 


never 


rates 


@ Maxwell Sackheim, the successful 
president of his own New York ad agency, 
may have an answer 

Explaining his new tonic for greater 
mail order sales to members of the Mail 
Selling Club of recently, Mr. 
Sackheim said should be scruti- 
hized more closely than it is now. And 
for illustration, he likes to spell tne word 


Boston 


copy 


ropy “PYCO,” and here’s why: 
; “P” stands for PRODUCTION or 
PLAN. If product and plan are right, 


fopy writes itself, the agency man says 
A product's appeal should be studied for 
a new Listerine’s 
Bkyrocketed, for example, when its ad 


sales approach sales 


pitch was changed from a sore throat 
Femedy to a breath sweetener, Mr. Sack- 
heim urges new and radical thinking 


@bout your product. This kind of thinking, 
he explains, may create a “new” product 
Which will capture consumer interest and 


You Ought fo Know . 


} Back in the dark depression days of 


the early ‘30s 


were 


certain magazine publishers 
checks of $8,000 to $10,000 


a month from a source which never before 


receiving 


had been available to them. In some cases 


this income meant the 


difference between 


profit and loss, sur- 
vival or failure. The 
story of the unique 


business enterprise 


which made this pos- 
sible include some 
hitherto unpublished 
history, and is one of 


the highlights of the 


Irving S. Manheimer 


remarkable career of 
Manheimer 


the executive committee of 


hairman of 
Macfadden 


Irving S now 
Publications 

It was in 1928 that Mr 
an able and alert magazine circu- 


Manheimer, then 
as now 


lation man, noted serious declines in 


newsstand sales w hich were causing heavy 


losses to publishers through excessive re- 
turns. He studied the problem and de- 
cided that instead of disposing of these 
old copies as waste paper, the correct 
method was to find an outlet for them as 
reading matter. Obviously this would 


mean a market abroad 


8 He went to London, contacted distribu- 
tors there, and made a deal to sell Amer- 
Brook- 


were 


ican magazines at 2¢ a copy, f.o.b 


Ivn. Sales of the initial shipments 
so good that demand increased, collections 
of remainders expanded, and soon these 
magazines were being sold in all quarters 
of the English-speaking world, including 


sales. Create a symptom, Then show how 
your product will cure it, he says. 


e The “Y” in Mr. Sackheim’s’ word, 
PYCO, stands for YOUR AUDIENCE 
Find out why people buy your product- 
even if your returns are as low as 1% 
on a mailing. Then, spotlight the reasons 
why in future promotions. Screen your 
lists, he urges. Investigate carefully the 
lists you rent. The folks you reach must 
first be interested in your line before you 
can sell them 

“C”, says Mr. Sackheim, when discus- 
sing copy, stands for CLIMATE. And cli- 
mate is appropriateness. Make your mail- 
ing appropriate to product, audience, 
conditions. In brief, promote when the 
time is right—Christmas gifts around 
Christmas time, for example. 

“O” stands for OFFER. Give a reason 
for your potential customer to buy, says 
Mr. Sackheim. Be sincere. Show why 
your product helps; solves a_ problem; 
makes life easier, etc 
8 Summing up: “Your product is your 
best copy. Your best copy is that which 
reaches your best prospects. A bad cli- 
mate can ruin good copy. Your offer can 
make a hero or a bum out of the finest, 
slickest string of words you ever turned 
out.” 

Mr. Sackheim's counsel, it seems to me, 
makes mail order sense. A more 
careful inspection of copy in mail order 
ads may perk up lagging sales. Certainly, 
mail copy based on this “PYCO” 
theory will carry a greater impact, in my 
opinion 

Note: Copies of Mr. Sackheim’s talk 
are available from Mosely Selective List 
Service, 38 Newbury St., Boston 16. 


good 


direct 


Irving S. Manheimer 


South Africa, Australia and New Zealand 

This business, operated by Mr. Man- 
heimer as the Publishers Surplus Corp., 
was a great success for 12 vears, but was 
literally a war casualty when in 1940 the 
final shipment was torpedoed in the North 
Sea by a German submarine 

In the meantime, however, British pub- 
lishers had complained of the competition 
from America, and the government, first 
requiring copies to be not more than two 
weeks out of date, and finally prohibiting 
import without duty, made it impossible 
to carry on the business 

During the period that Publishers Sur- 
plus Corp. was in business, however, it 
sold $10,000,000 worth of magazines, on 
margin of 14¢ per copy, the remainder 
being net to the publisher. The copies were 
sold to the British distributors f.o.b. dock 
in Brooklyn at 2¢, and were retailed by 
them at three pence, enough to cover 
transportation and distribution 
abroad. This meant that from 1928 to 1940 
American publishers sold 500,000,000 
copies which otherwise would have been 
junk, but on which they realized the tidy 
sum of $8,750,000. 


costs 


® This unique experience of Mr. Man- 
based on long and successful 
work in the circulation field. He has 
literally lived the circulation business, 
since he has never been out of it. Starting 
for the Brooklyn Times 
while in high school, and later working 


in circulation for the Syracuse Post-Stand- 


heimer was 


is a carrier boy 


ard, he saw service in the magazine field 
with the Leslie-Judge Co., Collier's Week- 
ly, Radio News and Science and Invention. 


Advertising Age, December 17, 1951 


The Creative Man’s Corner... 


than copy the format. 


popular.” 


individual 
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Editorial-Style Trend Continues 


Ever since Time magazine broke upon the scene with a strong and pro- 
nounced editorial formula, advertisers in increasing number have been 
tempted to copy the format of the publication in which their sales messages 
appear. Life gave added impetus to the trend — largely, it may be presumed, 
because of the sure-fire readership assured by the picture-caption technique. 

Undoubtedly, advertisers also try to capture some of the confidence inspired 
by the familiar format of the magazines read regularly by so many millions. 
They endeavor to capitalize on years of reliable editorial fare symbolized by 
the format. And, quite wisely, the publications insist that such advertisements 
be plainly labeled “advertisement.” For seldom do the advertisers do more 


This recent Puerto Rico rum advertisement from Life is a good example in 
point. It is also a notable departure from Puerto Rico rum’s usual type of ad- 
vertisement — featuring a superbly reproduced rum drink, in color. The ; 
obvious intent of this Life-like presentation is to give the impression that the 


rum highball is sweeping the country. 
have Americans changed their basic drinking habits,” 
carefully weasled sentences then seek to imply that basic drinking habits are 
currently being changed and that “in many swank bars, night-spots and homes 
from coast to coast” the Puerto Rican rum highball “is already becoming 


Actually, anybody who frequents swanky bars or night-spots — or even 
his own home — for an occasional libation knows from first-hand experience 
that the rum highball isn’t becoming as popular as the rum distillers would 
like imbibers to believe. Imbibers know that one of the most widespread 
changes in drinking habits has been the martini—which has become little 
more than iced gin. Another marked change has been the growing consump- 
tion of bourbon, rve and Scotch “on the rocks.” No reference is made to these 

It seems to The Corner that when advertisers try to create news rather than 
reflect it, they defeat their purpose by the very obviousness of the case they 
present. This rum ad is typical of many “news type” ads 
It suffers from the weakness common to all 
the objectivity that distinguishes news from propaganda 


“Not in the 18 years since Repeal 
says the copy. Some 


it is certainly not 
a complete lack of 


His successful work for the latter two 
publications terminated in unusual fash- 
ion in 1928, when Mr. Manheimer formed 
Publishers Surplus Corp. He had become 
a stockholder of the company headed by 
Hugo Gernsbach, and with the successful 
ievelopment of his export business, he 
returned all of the stock to Mr. Gernsbach 
without payment or consideration of any 
kind 

After the war put the surplus business 
at the bottom of the ocean. he organized 
Publishers Distribution Corp., 
zine distribution service. It 


as a maga- 
handles 100 
different titles, including general, comics, 
detective and other types of publications 
Its 40 field promotion men are now work- 
ing with the 40 representatives of Mac- 
fadden Publications to assure both effec- 
tive coverage of all magazine sales outlets 
and full Use of a large 
field staff, he emphasizes, enables weekly 


cover display 


checks to be made, and also makes pos- 
sible redistribution of magazines, depend- 
ing upon current sales at various points 


8 One of his pet subjects is expanding 
magazine sales through broadening the 


OP FE EEO LOO OOOO? 


eee rrr rrr rrooe 


number of outlets. As he points out, the 
work of the Bureau of Independent Pub- 
lishers and Distributors, in which inde- 
pendent wholesalers play an important 
role, is devoted largely to dealer develop- 
ment and the opening of new sales out- 
lets for magazines. He believes the mar- 
ket is far from saturated 

Mr. Manheimer interested in 
Macfadden Publications from the stand- 
point of their distribution possibilities 
As the principal stockholder and active 
executive of the company, he sees a great 
future for these magazines 

After having seen the rise and fall of 
many publications once holding a leading 
place in the magazine world, Mr. Man- 
heimer believes that only editorial alert- 
ness and keeping in tune with the times 
will keep a magazine going forward 


became 


“And of course,” he adds, “good busi- 
ness Management, which eliminates waste 
and studies distribution as carefully and 
as constantly as does a manufacturer sell- 
ing his product to millions of customers 
nationally, is today even more necessary 
than when Leslie’s Magazine first hit sales 
of a million a week over 30 years ago.” 
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Employe Communications. .. 


The Little Things That Count 


By Ropert NEWCOMB AND MARG SAMMONS 
A year or so ago an employe of the For- 
mica Co., in Cincinnati, went home from 
work with the fear that he had picked up 
a flu bug. He had. He took to his bed, 
complication 
set in, he lay restlessly 


and since ifter complication 
in his room for 
weeks 


He happened to be popular sort of 


AID TO HEALTH— Television set is delivered 
to the home of an ailing employe of the 
Formica Co 
department representative 
wut tor 
Monated by an employe, 


Cincinnati, by a personnel 
The set is put 


loan by the company, and was 


uy, and during the third week of his ill- 
4 s, several of the boys in his department 
Mecided that : 
help speed the dragging hours for their 
fo-worker. They passed the hat, and soon 
afterward delivered to his door a portable 
nit with their compliments 

After the employe had recovered, how- 


small television set might 


ever, and had returned to his bench, he 
did an odd thing: He gave the set to the 
company, with the stipulation that it was 
to be made available to other bedfast em- 
ployes upon request. “I got so much pleas- 
ure out of it myself,” the employe ob- 
served, “that I think everybody who gets 
sick around here ought to have the use 
of this set.” Since that time the set has 
almost continuous circulation. 
Formica’s personnel department, headed 
by William D. Fentress, carries out the 
instruction that ailing Formicans be aided 
back to health by television. 


been in 


This was an informal suggestion from 
an employe, and he received no award 
from it except personal satisfaction. It 
even cost him something to make the sug- 
gestion, since the television set was legally 
his, and he gave it away. But employes as 
a group are generous, and one of the 
greatest fictions about them is that you 
must tie a bill to every offer. Many em- 
ployes resent the fact that management 
puts loyalty on a commercial basis. 

If an employe makes a suggestion to his 
employer, in response to an appeal for 
paid suggestions, he earns his award if 
the suggestion is accepted. In many cases 
his suggestion results in a financial saving 
to the company. The company pays off, 
either on a flat figure basis, or on a per- 
centage of the saving. That's strictly a 
business arrangement, understood on both 
sides, and it has its morale-building value 
as well. 

The suggestion made out of man’s heart 
is something else. These are the sug- 
gestions born of sentiment, and there is 
much too little of that in industry today. 
They are unpriced merchandise, since they 
are not for sale. They are gift-wrapped by 
the employe for the boss the employe likes, 
for the benefit of everybody. 


Speak Sincerely, Writers Tell Boss 


Here is what Phil Hanna, financial col- 
@mnist of the Chicago Daily News, had 
fo say about Up, Management,” 
by ADVERTISING AGE Robert 
Newcomb and Marg Sammons. The re- 
view is reprinted from Mr. Hanna's col- 
umn of Nov. 28 

“There is no substitute for sincerity in 
the world of communications, It is the 
yardstick by which the people of manage- 
ment will be measured.... When sin- 
cere management speaks up, its voice will 


“Speak 
columnists 


be heard.” 

So reads a pungent line in a new book, 
“Speak Up, Management,” by Robert 
Newcomb and Marg Sammons ($5, Funk 
& Wagnalls) 

When these people speak, they 
speak from a wealth of experience in get- 


two 


ting management in many different lines 
to SPEAK UP. And they have tackled 
some big jobs—-Anaconda Copper Co., for 
example. 
Moreover, theirs is a 


man and wife 


Tips for the Production Man... 


team whose talents in the field of telling 
management how to communicate with 
its employes—and with the public—com- 
plement each other. 

To executives fed up with labor-man- 
agement squabbles they have shown an 
unusual “know how” in getting ideas 
across 

Yet the authors commendably say that 
by the time their book gets into print a 
hundred new communication ideas will 
have been born. 

In 14 chapters they discuss manage- 
ment communications, employe hand- 
books, annual reports (a suggestion to 
speak up in them), bulletin boards, em- 
ploye publications, visual aids, etc. 

Yet the writing is not like that of a 
textbook. 

It is the kind of book a novice in com- 
munications will want to study, the kind 
of book an old hand at the game will 
want to use to be sure he knows all the 
answers. 


Ad Reproductions in Miniature 


By KennetH B. BUTLER 
Advertising men frequently have occa- 
sion to reproduce ads for other promo- 
tional uses. This is a key device in pro- 
moting one’s own advertising to sales out- 
lets. To save space these reproductions 
are often handled in miniature; that is, 


their size is pulled down to half or one- 
quarter the original size. 

Rather than attempt to start afresh 
with new plates and new typesetting, it is 
the custom to cut out the page and pack 
it off to the engraver with instructions for 
size reduction. 


SWASEY 


Pre ee ee oe ee i ey 


ZINC ETCHING—Ad reproduced in minia- 
ture; a straight zinc etching. Type shows 
well, illustration is black and loses de- 
tail. The engraving above has a unit 
value of 90, which if your engraver’s 
charge is 6¢ per unit, would cost $5.40. 


If the piece to be reproduced is all type 
or type with line cuts only, a simple zinc 
etching does the job perfectly. 


e If the ad contains halftones or screened 
areas, the operation is a litthe more com- 
plex. Thus, the production man must 
make a decision as to engraving method 
to be used. 

A simple and inexpensive method is to 
order a straight zinc etching. With this 
method the paper reproduces white, the 
type areas come out sharply, but the half- 
tone pictures come out with extremely 
dark solids with definite loss of detail, and 
highlights are muddy. This is natural, 
since the halftone screen of the original 
becomes even finer in the reproduction, 
causing loss of detail. For many purposes 
the result is acceptable. 

A second method is to order a halftone 
reproduction. Copper is customary, but if 
the run is a short one (up to 50,000) a 
zine halftone may serve equally well and 
save cost. The reduction in size will per- 
mit a halftone of the halftone without 
difficulty. Solid types show up satisfactor- 
ily, but are somewhat weakened by the 
screening which takes the place of the 
pure white of the unprinted areas. For 
most uses this screen is not objectionable. 
The edges of the copy should be trimmed 
straight (not just torn out) and a natural 
page margin may be included if desired. 


® If it is desired to eliminate the screening 
of white paper areas and to procure fidel- 
ity of halftone reproducton, then it is ne- 
cessary to make a combination plate at 
greater expense. The engraver makes a 
line 1egative of the black and white 


G. D. Crain Jr. Says... 


“WARNER 
SWASEY 


HALFTONE—Same ad, a_ straight copper 
halftone. This cut has a unit value of 120, 
which at engraver’s unit rate of 6¢, would 
cost $7.20. A zinc halftone, with 83 units, 
costs only $4.98. Rate is the same even tf 
copy contains more than one halftone. 


Per 


COMBINATION—The same ad produced in 
line and screen on copper. This engraving 
has a unit value of 300, which at 6¢ per 
unit would cost $18. There is extra cost 
if copy contains more than one half- 
tone. 


work, and a screened negative of the half- 
tone subjects. These are stripped together 
before making the printing plate. 

One-sixth of original size is as great a 
reduction as the average engraver is able 
to handle. If the reduction is to be greater, 
a negative reduction is required, at addi- 
tional cost. 


The World Empties and Fills 


A good many years ago American Mag- 
gazine printed a piece called “How the 
World Empties and Fills.” It explained 
the need for continued advertising and 
selling because of the fact that each year 
a lot of old customers die or retire, and a 
lot of new ones are born into the world 
The need for keeping old customers sold, 
and informing and selling new ones, was 
interestingly and convincingly presented. 

At the recent ABC convention H. H. 
Kynett, of the Aitkin-Kynett Co., who is 
president of the bureau, talked about the 


need for disseminating basic information 
regarding ABC reports to the large num- 
ber of new executives to whom the fa- 
miliar facts about audited circulations 
are not so familiar as they are to the 
old-timers in the business. In the agency 
field, for example, he pointed out that 
there are twice as many people engaged 
as in 1945, at the end of the war. 


@ The Dartnell Corp. recently issued a 
report which dramatized the job facing 
business from the standpoint of its sales 
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YOU SAID IT! 


Big families, big homes 


Big families? Household parents average 
over two children to a home. Big homes? 
They average close to three bedrooms 


each. 


But most important about their homes— 


76% own them! 


What's more, they use their homes far 


more than most. It's always been that way 


where Household goes! 


where Household families live—the small 


cities and towns under 25,000. 


Household, too, is always home, always 
strong on food, building, decorating, child 
care. It’s home editorial, for home families, 


in the home towns of America. 


No wonder that—in selling, too—House- 
hold Hits Home! 


HOUSEHOLD HITS HOME 


HOUSEHOLD nagiziny 


Capper Publications, Inc., Topeka, Kansas 
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: Changes in the Location, Distribution and Composition of the Population 
As Developed by Roy V. Peel, Director, Bureau of the Census 


’ 
Bee DISTRIBUTION OF THE POPULATION BY AGE AND SEX IN 1900 AND 1920 DISTRIBUTION OF THE POPULATION BY URBAN AND RURAL RESIDENCE IN 1950 
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= Ti zm RETREAT FROM THE FARMS—The constantly accelerated urbanization of the U.S. is dem- 
oes = & onstrated by this chart, covering a 100-year period. Now approximately 64% of the 
fF . ’ pili. mun =» population is urban. Mechanization and electrification of farms and more scientific 


farming methods have enabled farm production to grow substantially, even while 
the relative number of people on farms has declined. 


DISTRIBUTION OF THE POPULATION BY AGE AND SEX IN 1940 AND 1950 
EFFECT OF MIGRATION ON REGIONAL POPULATION CHANGES, 1940 - 1950 
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population. The ratios of the sexes have also changed. In 1910 there were 106 and 1950. The actual increase was distributed quite differently, because substantial 
males to every 100 females, whereas in 1950 there were 98.1 males for each 100 numbers of the population migrated from one section of the country to another. Thus, 
r females. In many of the larger cities there has been an excess of females over the West benefited greatly by migration, and the Northeast slightly, while the South 
6. males for a generation or more suffered seriously from this cause, and the North Central states to a lesser degree 


organizations, which 
chine which 
with 


lines busy 


the 
is supposed to manufacture 
which to keep production 
It said that on a national av- 


make up ma- 


orders 


erage, sales forces have been increased 
only 35°, as compared with sales in- 
creases totaling anywhere from 90% to 


130%, 
dustry 


depending on the individual in- 

The fact appears to be that when busi- 
ness is as active and volume as large as it 
is today, most companies are inclined to 
coast 


It is even possible for some com- 


panies to pay for capital improvements, 
including expanded production facilities, 
out of current earnings or reserves, and 
to do this, current expenditures for mar- 
keting, including distribution, selling and 
advertising, are sometimes pared sharply 
The explanation given is that business is 
so good the extra effort isn’t needed. This 
even when permanent 


is said facilities 


for increased output are being built, and 
when the future demand for the products 
of these new plants is largely an un- 
known quantity 


e Economists who point out that most of 
our problems during the past 
15 vears have been solved by the neces- 


business 


sity for defense or war production are 
wondering what would happen in the 
event that the urgency of military re- 


quirements were lessened. What if arma- 
ment output reached the desired level, as 
it might within the next couple of years, 
or international tensions were eased as 
the result of a more peaceful attitude on 
the part of the major powers of the 
world” 

Assuming that the prop of military re- 
quirements were withdrawn from the 
business picture, and that it became nec- 
essary to rely on civilian consumption to 


maintain demand, is it likely that busi- 
ness would be prepared to undertake this 
job? Would it have the sales organizaticns, 
the distribution facilities, the knowledge 
of markets, and the consumer acceptance 
necessary to move the vast production of 
goods which our expanded industrial ma- 
chine is now capable of turning out? 
The maintenance of a high level of 
business activity is necessary to keep 
more than 60,000,000 people employed, 
and to supply the revenues on which 
government depends. In anything ap- 
proaching a peacetime economy, the bur- 
den will be placed squarely on the shoul- 
ders of marketing men—those who must 
design, advertise and sell all of the prod- 
ucts industry is capable of producing. 


@ The great expansion of steel capacity, 
the key to civilian output as well as mil- 


itary production, may make this basic 


material available in generous quantity 
even before the end of the preparedness 
program comes in sight. Are our indus- 
tries prepared, marketing-wise, to trans- 
late greatly increased potential output 
into actual sales? have the 
trained men who are capable of analyzing 
the problem and finding the right an- 
swers to this $64 question”? 

As the world empties and fills, even in 
days of peace and prosperity, each com- 
pany must keep pace with the growth of 
its markets. When war and preparation 
for war have solved immediate business 
problems for 5, 10 or 15 years, there may 
be a lot of lost ground to make up. 

During World War II, the Committee 
for Economic Development helped busi- 
ness to visualize its postwar problems and 
to prepare for them. A similar assign- 
ment today might enable CED to perform 
another great service for the nation. 
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the most important 
thing in the 


COUNTRY: 


e Farm JOURNAL, biggest magazine of all 
in Rural America, has more than circy- 


lation leadership. 


* Throughout the country, Farm JOURNAL 
has earned and won the confidence and 
affection of millions whose Opinions 
and purchases count most-— contidence 
in all that appears between the covers of 
FARM Jou RNAL. For the advertiser, no 
other “seal of approval” means so much, 


No other endorsement is needed. 


* When it comes to selling the rurai mar- 
ket— you just can’t beat Fary JOURNAL. 


FarMJournat, INc.. Phila. 5, Pa. 


Graham Patterson, Publisher 
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Changes Mint Trademark 
Thomas D. Richardson Cc 
Philadelphia, manufacturer of 
candy mints, has changed its trade- 
mark on its entire confectionery 
line. The new mark is planned 
specifically for cellophane pack- 
ages. The new trademark features 
a large letter R with the upright 
part of the letter a striped candy 
stick. The new trademark is being 
printed in three colors 


Gehnrich Associates Bows 

Charles Gehnrich, formerly an 
wccount executive with Fuller & 
Smith & Ross, New York, has 
opened an advertising and sales 
promotion agency, Gehnrich Asso- 
ciates, at 30 Broad St., New York 
Doris Richardson, recently with 
Fuller & Smith & Ross, is «asso- 
ciated with him 


NEW COLOR CONTROL 
PROCESS DEVELOPED! 


Our new color control process can be used 
for making duplicate prints from colored art 
work, color prints of transparencies. 
We can produce color prints of unequalled 
brilliance from tr P ies, a de 
tail, cleanness and color purity never before 
possible. We can lighten dark areas and in 
tensify detail therein and strengthen delicate 
that is ordinarily lost in highlight 
thereby bringing the whole subject with. 
producible range, before plates are made 
Write for further information and prices 
CHARLES BURGESS 
Ellertson-Burgess 

S., Dept. 1224, Minneapolis, Minn 


518 Fitth Ave 


Says Fresh Food 
Sales Challenged 
by Frozen Foods 


ATLANTIC City, Dec. 13—*Frozen 
foods are cutting more and more 
into the sale of fresh produce,” 
Hugh J. Davern, v.p. in charge of 
merchandising of the Grand Union 
Co., told members of the Vegetable 
Growers Assn. of America at their 
annual convention. 

“Retail prices of frozen foods 
are gradually being lowered to a 
point where there is little differ- 
ence between the frozen and the 
fresh,’ he said. In some instances, 
especially during Thanksgiving 
week, certain frozen vegetables 
(e.g., green beans, peas) were 
cheaper than the fresh product. 

While some price fluctuations 
are unavoidable because of chang- 
ing weather and growing condi- 
tions, some also result from specu- 
lation and artificially created 
shortages, Mr. Davern pointed out. 
“The consumer does not under- 
stand the reason for the sharp 
fluctuation in retail prices in fresh 
fruits and vegetables that occurs 
almost from day to day. 


® “Price advances such as these, 
more than anything else, tend to 
switch the consumer from fresh 
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LONG BEACH, 


THAT’S ONE REASON WHY! 


Just released census tigures show Long Beach now has 
250,000. Adjoining Lakewood and 


nerease this figure to 304,819. 


The ABC credits the Long Beach market with ove: 


$00,000 people... this area has grown 52% in ten 
years... and in Lakewood alone, over 100 new families 


advertising in the PRESS-TELEGRAM goes 
ot the Long Beach arid Lakewood families and 
ore coverage of the entire market than in any other 
paper. No other medium can 


LONG BEACH, AN IDEAL TEST MARKET — Easy control of 
important economic factors in this segregated area will assure 
sound results that con be used with confidence elsewhere. 


MORE THAN 2 OUT OF 3 READ THE 


Press-Telegram 


IN LONG BEACH, CALIFORNIA 


CALIFORNIA 


claim or give such complete 


Notional Representatives: Cresmer & Woodward, Inc 


produce to frozen and canned 
products,” he warned the growers. 
Chain stores are doing their best 
to narrow the spread between 
growers’ prices and retail costs, 
he said. “Quality is judged when 
the produce is prepared and eaten 
in the home of the customer,” not 
en route, he declared, and off- 
grade and second-grade merchan- 
dise is “one sure way to have the 
customer completely dissatisfied.” 
Mr. Davern suggested five ideas 
as a means of increasing the flow 
of fresh vegetables to the con- 
sumer. They included the develop- 
ment of pre-packaging in consumer 
units, improvement of packaging 
and transportation methods, elim- 
ination of price speculation, use of 
merchandise identification by the 
individual grower and the possi- 
bility of institutional advertising. 


Ken-L-Products Campaigns 
for Deodorant Dog Foods 


The Ken-L-Products division of 
Quaker Oats Co., Chicago, is plan- 
ning to launch an extensive cam- 
paign around the first of the year 
to promote the deodorizing prop- 
erties of chlorophyllin which is be- 
ing added to Ken-L-Ration, Ken- 
L-Biskit and Ken-L-Meal. 

Claiming these to be the first 
dog foods “guaranteed to elimi- 
nate objectionable dog odors for- 


ever,” copy is scheduled for 128 
newspapers and for American 
Family, Better Living, Every- 


woman's Magazine, Family Circle, 
Field and Stream, Holland’s Maga- 
zine, Hunting and Fishing, Life, 
Outdoor Life, Parade, Sports 
Afield, Sunset Magazine. This 
Week, True, Western Family and 
Woman's Day, and the leading 
publications in the dog field 
Chlorophyllin will also be featured 
on the television show, “Zoo 
Parade,” as well as on radio spots 
in selected markets 


Appoints Walter McCreery 


Gold Arrow Trading Co., Los 
Angeles, profit-sharing stamps 
plan organization, has appointed 
Walter McCreery Inc., Beverly 


Hills, Cal., to handle its advertis- 
ing. Television and live spots will 
be used on KNXT, Los Angeles, on 
a test basis, with television in other 
markets to be used if the test is 
successful. Theme of the test will 
be “Banks give interest on the 
money you save but Gold Ar- 
row profit-sharing stamps pay you 
interest on money you spend.” 


Norgren to Shaw-Schump 

Cc. A. Norgren Co., Denver, 
manufacturer of pneumatic prod- 
ucts, has appointed Shaw-Schump 
Advertising, Denver, to direct its 
advertising. National trade papers 
and direct mail will be used 


Art Directors Set Award 


The Art Directors Club of Los 
Angeles has announced its seventh 
annual West Coast exhibition of 
advertising art will be held at the 
California State Exposition Bldg., 
Los Angeles, Feb. 20 - March 6 


THE CHICKEN IS A FLAPPER—Swift & Co. has unveiled its newest spectacular at the 
corner of State and Randolph in Chicago's Loop. The pig, steer and chicken, which 


appeor in neon at night, are animated. 


As they move, the letters in the word 


“Swift” are lighted 


Swift Spectacular Uses Animated Animals 


Cuicaco, Dec. 10—A_ chicken 
flaps its wings, a steer opens and 
closes its mouth and a pig wiggles 
its ears atop Swift & Co.’s newest 
spectacular here on the northeast 
corner of Randolph and State. 

The 44x46’ animated spectacular 
features a giant transparency—a 
216 sq. ft. colored photograph 
called a Spectachrome—w hich 
lends a three-dimensional quality 
to the presentation of Swift prod- 
ucts 

Above the giant photo is the 
word “Swift,” which flashes on a 
letter or two at a time. For ex- 
ample, the pig opens and closes 
his mouth and wiggles his ears as 
the letter “S” flashes on. Then the 
steer (also via neon tubing) opens 
his mouth and the “W” appears, 
and similarly with the remaining 
letters 

In the daylight, the lower por- 
tion of the spectacular resembles 
a painted bulletin, while at night 
the entire sign becomes one unit. 


The newest outdoor addition to 
the Chicago scene was erected by 
General Outdoor Advertising Co., 
through McCann-Erickson 


Junger Gets Two Accounts 

Mort Junger Advertising, New 
York. has been appointed to han- 
dle advertising and promotion by 
Gieenhut Fabrics Inc., New York, 
manufacturer of tie fabrics, and 
Gil Sportswear Corp., New York, 
manufacturer of women’s suits 
and toppers. 


Crago Joins Leonard Shane 

William T. Crago, formerly with 
American Broadcasting Co., has 
been appointed radio-television di- 
rector of Leonard Shane Agency, 
Los Angeles 


CBP&S Gets California Mills 


Conley, Baltzer, Pettler & Stew- 
ard, San Francisco, has been ap- 
pointed to direct advertising for 
California Cotton Mills, subsidiary 
of National Automotive Fibers Inc 


It’s “TOPS” in its trade 


NOTION & 
NOVELTY REVIEW 


The only publication in this 
field with ABC paid 
circulation. FIRST in volume 
of advertising... FIRST in 
number of advertisers... 
FIRST in coast to coast ABC 


PAID retailer coverage. @® 
ABP 


HAIRE Specialized TRADE PUBLICATIONS 
1170 Broadway, N.Y.1, « 


“MU 3-8700 


Every space-buyer should know 


that the way to sell the Fabulous Southwest is through the El Paso 
Herald Post and The El Paso Times. No other media cover this rich 


trade territory, a $587,330,000 retail market.* 
bay can give you this 101,260 square mile Southwestern Empire, defined 


No other single space 


as El Paso’s Retail Trading Zone—extending from El Paso eastward 
300 miles, westward 250 miles and 200 miles to the north. This vast and 
wealthy market is yours for a low 27¢ per line. 


*You'll want complete market information on this 
nation’s largest trade territory. Excellent data has 
been compiled and is readily available, either direct 
from us or from any Scripps-Howard or Texas 
Daily Press League representative 


E] 


& SCRIPPS. HOWARD NEWSPAPER 


The Zl Paso Times 


AN INDEPENDENT NEWSPAPER 


MORNING AND SUNDAY 


Paso Herald-Post 


tVENING 


Represented nationally by Scripps-Howard General 
Advertising Department and Texas Doily Press League 
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Market Composed of Women Over 65 
Is Appraised at Fashion Group Meet 


New York, Dec. 11—“You can- 
not sell youth to the aged as Amer- 
ican advertising is trying to do... 
but you can sell health, comfort 
and Indian summer beauty to the 
elderly,” Dr. Martin Gumpert, 
author and lecturer on geriatrics, 
told the annual cosmetics division 
luncheon «f Fashion Group Inc 
last week 

The aged. cf whom there are 
seme 12,000,000 consumers beyond 
the age of 65, can’t find the proper 
clothes in department stores—they 
ire either too young looking or 
arab and senile looking, the doctor 
said, suggesting that progressive 
tores deveiop : senior departments 

thes have done in the junior and 
maternity fields 

He was ene of the speakers in a 
discussion group on the “forgotten 
market in beauty and fashion,” 
which drew 650 members and 
guests to the ballroom of the Hotel 
Biltmore. 


the trick. She does not want to 


spend hours at her dressing table | 


if 20 minutes with the right prepa- 
ration will accomplish the same 
results.” 

At the luncheon the group, 
which represents 2,300 creative 
and executive women in the fash- 
ion field, elected Miss Pope as 


president for the next two years. ! 


Other new officers are: v. p.s, 
Gwen Randolph Allison, fashion 
editor, Today's Woman; Ruth 
Hammer, president, Ruth Hammer 
Associates; Muriel Johnstone, v.p., 
Morey, Humm & Johnstone. Miri- 
am Gibson French, executive di- 
rector of the Fragrance Founda- 
tion, was elected treasurer. 


Two Join Watt Publishing 

W. Raymond Bates, formerly 
in the agricultural promotion divi- 
sion of the advertising depart- 


| ment of E. I. Du Pont de Nemours 


Co., Wilmington, Del., has been 


appointed editor of Hatchery and 
| Feed, published by Watt Publish- 
| ing Co., Mount Morris, lll. Wil- 
liam J. Stanton, formerly eastern 
manager of Farm Implement 
| News, has been appointed to the 
New York sales staff of Watt Pub- 
lishing to represent Better Farm- 
ing Methods, Broiler Growing, 
Hatchery and Feed, Pacific Poul- 
tryman, Poultry Tribune and Tur- 
'key World 


Rexall Elects Three V.P.s 


Rexall Drug Co., Los Angeles, 
jhas elected the following v. ps 
A. T. Carithers, director of Rex- 
all sales, who takes charge of op- 
erations for the eastern'sales divi- 
|sion, with offives in Boston; G. 
H. Davis, general sales manager, 
who will head the central sales 


division out of St. Louis, and R.| 


‘Army Times & Air Force Times & Navy Times 


I. Crane, a Rexall district mana- 
ger, who becomes head of western 
division sales, with offices in Los 
Angeles. 


ABP Seis 1952 Clinics 
Associated Business Publica- 

tions, New York, has announced 

its annual clinics for 1952. The 


clinics will be held publisher, 
under the chairmanship of A. E. Co., New York, in the Hotel Astor, 
, regional v. p. and district New York, Feb. 20 
of the western district 
of McGraw-Hill 
, Chicago, in the Drake Ho- 
7. The eastern 
under the 


Publish- Bovis Named Ad Manager 


Peter Bovis, formerly 


Woshington: 3132 M St 
New York: 41 Eost 42nd Street 
Chicago: 203 N. Wabash Ave 
ALSO: LONDON - FRANKFURT - TOKYO 
Members: Audit Bureau of Circulations 


each published in several editions 


The Network of Weekly Newspapers Reaching U. $. Armed Forces Everywhere 
Philadelphia: R. W. McCorney, 1015 Chestnut St 


los Angeles: Geo. D. Close, Inc 
San Francisco: Geo. D. Close, Inc 


g to the Milli 
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Billboard Publishing 


TV 
Time, has been appointed advertis- 
chairmanship of W. D. Littleford, ing manager of TV Show. 


TELL THEM ALL— 


The Army, the Air Force and the Sea Forces 


Your story on this network of circulation will reach Armed Forces personne! all over 
the world. Three dynamic weekly newspapers, 
at home, in Evrope and in Jopon—provide spot coverage of the tremendous masses 
of consumers in the Armed Forces Market. 
combination of editions to reach the services and localities which ore your markets 
MARKET DATA—+send for free copy of “Mass Selling and Sampli 
Shows sales potentials and buying habits within the Armed Forces. 


Buy space in o single edition or any 


® New York Times fashion editor! 


et Virginia Pope told the group that 
4 fashion people are not keeping| 


pace with changing social condi-| 
tions that have lured elderly peo-| 
ple from their former place of re- 
tirement. 

“Just what has fashion done for 
the new woman who has cast aside 
the bondage of years at a period 
of her life when her grandmother 
would have retired to the fireside 
with her knitting? Not enough 
There are many who still view 
her as she was yesterday. They are 
creating for the woman of a gen- 
eration ago in complete disregard 
of the position she has taken in 
the world of affairs. They are out 
of step with her and the times,” 
Miss Pope declared. 

Women over 40 who are trying 
to regain a youthful look have no 
price resistance, but are opposed 
to a “complicated, time-consuming 
; beauty routine,” in the opinion of 

: Alice Mathews, cosmetic buyer for 
Mandel Bros., Chicago department 
store. 


@ When an older woman starts 

looking for cosmetics to restore a 

vouthful appearance she is an ideal 

customer for two reasons: “One, 

she is willing to pay the necessary 

price; two, she will be consistent’! 

in her use of the preparations in 

which she has invested,” Miss 
Mathews said. 

. “At this moment it is vitally 

: important that she fall into the 

hands of the right sales person. In 

her state of anxiety—and some 

embarrassment—she does not have 

confidence in the too young or too 

slick or utterly indifferent gir! 

behind the counter. She is a natu- 

ral for the well-trained, sympa- 

thetic mature sales person whom 

she feels has had experience with 


This Label Telly You Ven Its a Fine Fabric 


other people like her and can give SMOKING COMPARTMENT, MERCHANTS LIMITED, THE NEW HAVEN RAILROAD 
her sound advice. ma . 

“Tf this customer is now given | And This Tells \o The Superior qualities of Am na thew Je range ¢ f McLaurin- 
sound advice and sold capably, you i) ‘ Jones papers, famed for their ex 


> , 
can keep her. But you cannot only VicLaurin-Jones prnting, 


keep her, you can sell her your 


aa It’s a Fine Paper... 


cellence, are: Waretone, mirror- 


packasing and specialty papers finish coated paper for printing 


venerations ‘abel, box vering, Cover and 
gz 

postcard work. Guaranteed Flat 
Gummed Papers for labels, seals 
engineered and endowed and stickers. Old Tavern Gold and 
Silver Metallics for labels, box 
work and printed pieces. Relyon 
Reproduction Paper for the print- 
papers enjoy the highest ing trade. A full line of Sealing 
Tapes, Stays, and Gummed Cam- 
brics for boxes, cartons, and 
containers, 


are deep-rooted in 
e “For manufacturers this means 
that the approach must be intelli- 
gent and consistent,” Miss Ma- 
thews continued. “It also means 
that the manufacturer must equip 
stores with selling points that the 
average sales person can under- 
y stand and relay to the customer.’ 
is Advocating simplified beauty 
preparations, the cosmetic buye: 
said a woman “does not want to 
fuss with five items if one will do 


of proud skill. Precision- 


with thoroughbred 


performanc e, these famous 


confidence of the printing 


and packaging industries. 


LET US HELP YOU WITH YOUR PROBLEMS ON SPECIAL COATINGS AND GU MMINGS 
TECHNICAL, INDUSTRIAL. “PECTFICATION AND CHART PAPERS 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 


raph mimeoere ee _ McLaurin-Jones Papers are advertised regularly in NEWSWEEK and BUSINESS WEEK 
me ualling, Je 


McLAURIN-JONES COMPANY 


| BROOKFIELD, MASSACHUSETTS Offices: New York + Chicago - Los Angeles 


— pick- <u and > 
i -- work. * charges 
ue 7 <apertenced ee. comes 
always in line. P. 
Inc., 431 S. Dearborn se Chicago 5 
(Now in our 23rd successful year.) 
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This department is a reader's forum. Letters a 


hind products of comparatively low 
and characterized by large 
volume and high repeat sales, is 
vapid and unconvincing. Some of 
it is plain silly 

But I’m a skeptic about surveys 


Disagrees with Woolf 
on Ads’ Effectiveness 

To the Editor: When I read Mr. 
Woolf's article in the Nov. 19 Ap- 
VERTISING AGE, I could hardly be- 
lieve my eyes. If things are as bad 


cost 


hed. it’s high that show that the public as a 
= they are pe - , ts NIBP whole or even as a large part 
. - pore : d 
ime we appoint a high commis~ doesn't accept advertising as being 
sioner” and cut out some of the 


truthful. My experience, also my} 
two eves and two ears tell me dif- | 
ferent. I was “brought up” to be-| 
lieve that when an advertiser goes | 
into advertising it’s necessary that 
he be able to back up the state- 
ments or claims he makes in his 
advertising. In fact, when his ad- 
vertising is accepted by a reputable 
medium, it, stands back of 


misleading and silly claims that are 
making advertising ineffective 

Advertising never has been and 
will be an.exact science. But 
imperfect as it has been of 
material aid in bringing America 
to its present state of comfortable 
living—and that includes homes, 
eating and transportation 


never 


is, it 


too, 


1 agree with Mr. Woolf that a what he says in his ads. 
great deal of advertising put be- That advertising in some in- 
stances has degenerated into 
“claim fests” as to what is best, 


with claims backed up by pseudo 


‘WHAT'S GOING ON? 


‘ scientific statements or paid-for 

Manufacturers and _ advertising testimonials, doesn’t change the 
agencies are using this inexpensive tes acti ; nantes 
: Td é F ertis 

clipping service for collecting editorial over-all pacture that | advertising 

publicity, for making research and | Possessing “‘salesense,” to use Mr. 


Woolf's own very apt yardstick, is 
still predominant and, while suf- 
fering from the bad company in 
which it sometimes appears, is do- 
ing a good job for the advertiser 
and providing an important ser- 
vice to the public... 

Being a small agency man, I 
never did have much of a chance 
to fiddle with large accounts deal- 


market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask for New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 
alate ixegeaese 
So, Dearborn St., 


343 Chicago 4 


~— She Conrier-Zonrnal 


* THE LOUISVILLE TIMES . 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY * 293,426 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


The Voice of the Advertiser 


re welcome 


ing in “minutia.” Our accounts 
were small, but many of them were 
very worthy of a place on the mar- 
ket, and some of them grew large 
There was the curtain rod manu- 
facturer whose invention largely 
changed drapery methods by sup- 


, cleared my conscience. 

In order to keep it clear, I'll have 
to call your attention to another 
small grammatical aberration 
the story about G. Herbert True on 
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Advertising a brand-name, con- 
sumer product creates good will 
for that product. Fair trade pro- 


in| tects that good will. 


Again, many thanks for your ex- 


the very next page (and a highly| cellent coverage of our meeting 


interesting story, 
“Getting up a list of some 120 peo- 
ple...whom he believed had ex- 
ercised an important influence on 
| him...” 


| The object of “believed” is the 


a phrase surrounding it, not 


merely the relative pronoun at the 


plying hardware that would do a| head of it. The pronoun functions 
better job. We started from scratch,| as the subject of “had exercised,” 


had and what it would do. The 
business doubled and redoubled, 
and doubled some more. After 
about ten years of fairly modest 
advertising, the advertising man- 
ager and I went to different cities 
and towns and rang door bells to 
find out if Mrs. America knew our 
product. Most of the women did, 
and the sales showed it... 

Way back in 1925 I built a home 
in Chicago. Building prices were 
very high then, too. But when it 
came to a choice between an un- 
known product and one that had 
the endorsement of advertising, I 
took the latter...Within the past 
five years we have modernized two 
houses. One near Buffalo, N. Y., 
and the other where we now live 
in Springfield, Ill... Advertised 


merchandise again was our 
guide... 
That advertising still has the 


power to reach the public and do 
a job was evidenced in an exper- 
ience I had with a product that 
first reached a profitable volume 
of sales through mail order, and 
then found a waiting market in 
drug stores, from the public accep- 
tance that had been bought by 
those little mail order ads. It was 
very gratifying to find that adver- 
tising back of a product that filled 
a need could do a job like that. 

I could go on and on with evi- 
dence that despite the ballyhoo 
methods that are discrediting ad- 
vertising with many, the shouted 
commercials over radio and TV 
that make one feel like tossing a 
brick at the set, advertising that is 
planned and written with “sale- 
sense” and put back of merchan- 
dise that has merit and is sold 
where the public can find it, con- 
tinues to do a solid job... 

WILLIAM B. SWAnn, 
Springfield, Ill. 


Quo Vadis, Copy Cub? 

To the Editor: I think you got 
the impression that all these “Quo 
Vadis” posters were printed in 
Latin...according to this Rough 
Proofs item and the other little 
reference in the Nov. 12 issue. 

Fact is...15,000 were printed 
with plain old 'merican captions 
and 2,000 with Latin. . .which turns 
out to be not such a dead language 
as people think. F’rinstance, only 
about 250 language teachers have 
received the Latin version so far... 


told housewives about what we} 


and therefore should be “who.” 
SAMUEL ROVNER, 

Promotion Department, Bu- 

reau of Advertising, ANPA, 

New York 

e 7 * 
Cites Fair Trade’s Place 
in Advertising Picture 

To the Editor: Our president and 
board of directors asked me to 
thank you for the excellent cover- 
age ADVERTISING AGE gave our i2th 
annual meeting on Nov. 8 at the 
Waldorf 

You will recall, we thanked Ap- 
VERTISING AGE earlier this year for 
the wonderful roundup job they 
did during the time of the price 
war between Macy’s and others 
here in New York. 

ADVERTISING AGE is one of the 
first ad papers to appreciate the 
vital importance of fair trade to 
brand names. 

Approximately 5% of all brand- 
name products are fair traded; and 
yet, approximately 50% of all ad- 
vertising is paid for by manufac- 
turers who fair trade one or more 
of their products. 


too). To wit:|and for your appreciation of the 


significant part fair 
in advertising. 
FRANK MASTERSON, 
Assistant to the President, 
American Fair Trade Council, 
New York. 


‘All's Well That Ends Well’ 

To the Editor: Did Mr. Henry 
Richmond, of Hollywood, Cal., who 
advertised for a job in your Nov. 
19 issue, get one” 

I just wondered. He listed so 
many qualifications: “Doctor’s de- 
gree,” “ACE copywriter,” “CRACK 
editor,” experience in all-around 
idea experting “for every media.” 

Sorry, Mr. Richmond, no job for 
you here. We're perfectionists. 

C. RALPH BENNETT, 
Vice-President, Fred Gardner 
Co., New York 

= o + 
Hands Tip to Cigar Makers 

To the Editor: Perhaps the econ- 
omist for the Cigar Manufacturers 
Assn. is doing a little wishful 
thinking when he attributes to 
prosperity the 3.86% increase in 
cigar sales. 

Naturally, cigar manufacturers 
would like to be told that their 
failure to increase volume was due 
to conditions beyond their control, 
rather than because of their ad- 
vertising. 

From 1930 to 1947, we have had 


trade plays 


all kinds of income changes, but 


perfection im ty pograpny 


WARWIC 


ST. LOUIS 1, MISSOURI 


yet we've received more than 250 
written requests for additional 
copies. 

Incidentally, you may be inter- 
ested in the acceptance of these 
posters to date. I wrote 200 teach- | 
ers who received the posters two 
weeks ago, asking if they'd return 
a penny card indicating if they 
posted the poster, for how long, 
etc. I’ve heard from 27 so far. 
Twenty-six of the 27 said they did 
post it and the 27th one said she 
was on a leave of absence. 

JOHN B. Dortss, 


Assistant Advertising Man- | 
ager, Scholastic Magazines, 
New York. 

a e . 
Object Lesson 


To the Editor: I felt I was being 
unfair to you in not pointing out 
the error of “He Would Have Liked 
to Have Done (It).” Joe W. Par- 
ris’s letter in your Nov. 19 issue 
took care of that little matter and’! 


overnight by 


920 WASHINGTON AVENUE 


“WARWICK makes 
type perfection 
possible” 


“Our company appreciates perfection, and after utilizing 
Warwick service for a period of vears we realize that 

is possible. Deadlines make producers of 
advertising purchase where 
is assured. Warwick, we believe, has their clients’ welfare 
foremost in mind. We highly endorse Warwick to others 
seeking both perfection and speed in typographic service.” 


service, as well as quality, 


Warwick serves Advertising Agencies, Printers, Artists, 
Manufacturers in 24 states and Mexico direct from St. 
Louis. A trial order will give you proof of our fast, efficient 
service. A new type specimen book available on request. 


TYPOGRAPHERS 
INCORPORATED 


{ ie 


rail jes air from nearly all U.S. 


HAIRE 


trade paper 


It’s “TOPS” in its trade 


HAIRE Exe 


ized TRADE PUBLICATIONS 
1170 Broadway,N.Y.1, « 


CORSET & 
UNDERWEAR REVIEW 


The friend and spokesman 

for the corset, brassiere and 
foundation garment field 

for 39 years. Carries more 
advertising and is the only 

trade magazine with ABC 

PAID circulation in the field. @ 


MU 3-8700 
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cigar production stayed about the 
same. But with the advent of tele- 
vision came Ken Murray and 
Groucho Marx—always having a 
g00d time—always smoking cigars. 

So if cigar sales have turned up- 
ward at last, perhaps television ad- 
vertising had something to do with 
it, even though this advertising was 
free. Imitation is one of the strong- 
est forces in advertising. 

If I were a cigar manufacturer, 
I would accept this as proof that 
advertising is needed. I'd do more 
than that. I'd arrange with other 
cigar manufacturers to see to it 
that every male television star was 
supplied with my best cigars—free! 
What advertising could cost less 
and do more? 

P. M. JAQUES, 
Wrentham, Mass. 
° * + 


Discriminatory, Reader 
Calls New Postal Rates 

To the Editor: It seems to me 
that the new postal law, which has 
raised rates, is unconstitutional! 
The increases in third class matter 
will NOT apply to labor unions 
as well as educational and religious 
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; Ottawa, Can., which had used this 
| product in its construction. The 
pictures? Yes, you guessed right. 
Photographs by Yousuf Karsh, Ot- 
tawa. 

FRED C. JOHNSTONE, 
International Fibre Board & 
Plywood Sales Ltd., Gatineau, 
P. Q., Can. 

. e 
Long Is Short, and Vice-Versa 
To the Editor: There was an 
interesting observation on Floyd 
Vanderwart’s arguments for both 
long and short ad copy (AA, Nov. 
12). The argument for long copy 
is short — just five words. The 
argument for short copy is long, 
requiring a paragraph of 50 words. 
Is the discussion ended? 
CLARENCE R. PALMER, 
Media Director, John Falkner 
Arndt & Co., Philadelphia. 


Gerberding Named Director 

Fred E. Gerberding, v. p. of M. 
R. Kopmeyer Co., Louisville agen- 
| cy, has been appointed director of 
| the newly formed merchandising 
and promotion department. 


organizations. This is highly dis- | 


criminatory 

I do not believe the founders of 
our country planned to have a 
double standard of taxation—one 
for people in general, and the other 
for the labor unions and the other 
organizations, as mentioned. Those 
wealthy groups could pay the same 
postal rates business and the 
public in general. If that premise 
holds water, then why shouldn't 
we have two standards of money— 
one for us common folk, and the 
other for the labor unions, educa- 
tional and religious associations. 

What's to keep a business man 
from forming a labor, educational 


as 


or religious group of his own, to 
reap the benefit of lower postal 


rates? In a democracy (7) such as 
ours everyone should pay the same 


postage rates 
Leo P. Bortr Jr., 
Leo P. Bott Jr.,. Advertising, 
Chicago 
- a . 


Slight Confusion 

To the Editor: Even in the pages 
of the august Journal of the Amer- 
ican Medical Assn. confusion is 
not totally lacking. On Page 84 
of the Nov. 10 issue Pet Milk Co. 
headlines its ad, “One disease vou 
no longer worry about,” and adds 
that “just two decades ago, rickets 
was a major medical problem af- 
fecting almost half our infants and 
children. Today, it is a rarity.” 

But on the back cover of the 
same issue, Mead Johnson & Co 
says that Oleum Percomorphum 
“dispels the ever-lurking shadow,” 
and adds that “even in America 
today, surveys of certain groups 
have revealed a disturbing inci- 
dence of rickets.” 

Puzz_ep M.D., 
Chicago. 
e e « 
Gladys? Well, AA‘s Only 21 

To the Editor: My God - how 
old is Gladys the Beautiful Re- 
ceptionist, anyway? 

I've “known” her (only through 
Copy Cub, natch) for nigh on to 
umpty-umph years or so and 
I'm only 47 

Gladys perhaps may be a hand- 
some woman by now — but per- 
petually “young and beautiful”? 
— go on and chase yourself! 

Lou KaAsHIns, 
New York 
* - e 


Used Karsh Photos in ‘39 

To the Editor: After reading the 
various letters in recent issues of 
ADVERTISING AGE each claiming a 
“first” in the use of a Karsh photo- 
graph in the commercial field, I 
should like to get into the contest. 

In 1939 we ran a series of trade 
publication advertisements for Ma- 
sonite Presdwood concrete form 
board featuring interior views of 
the newly built French Embassy, 


Issues ‘Philadelphia Facts’ 


The Chamber of Commerce of 


Greater Philadelphia has issued 
the 1951 edition of “Philadelphia 
Facts,” an 84-page reference work 
containing charts, statistical tables 
and brief textual summaries on 
manufacturing, labor, trade, public 
finance and taxation and other 
phases of economic and social life 


in the Philadelphia area. The 
manual can be bought from the 
Chamber of Commerce at $2 a 
copy 


Babcock to Kelso Norman 
Angus Babcock, formerly with 
Guild, Bascom & Bonfigli, San 
Francisco, has been appointed tele- 
vision director of Kelso Norman 
Advertising, San Francisco 


Appoints Wexton Agency 

Kagan-Dreyfuss Inc.. custom 
furniture and interior designer and 
manufacturer, has appointed the 
Wexton Co., New York, its adver- 
tising agency 


Rickard & Co. Moves 
Rickard & Co., New York, has 
moved to 11 E. 36th St 


SimPSON-REILLY, LTD. 
Publishers Representatives 


since 


sere 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


CHIC 


now at 


Now available... 


DON’T CHEA 


-seyourself out of the extra dollars and 
peace of mind you get when you have 


your savings earning more in safety 
AGO FEDERAL 
end Loan Assodietion 


T.. 


Mail or Visit. 


Agency 


Critchfield & Co 


don’t cheat... 


An interest-provoking 
headline, strong copy and 
dominant “head on” car 
card space in Chicago Mo- 
tor Coaches and Subur- 
hans gets results for “Chi- 
cago Federal”. 
CHICAGO CAR 
ADVERTISING CO. 
333 N. Michigan Ave. 
Chicago 1, TL. 


It tells you where the money /§/ 


OFFICIAL FACTS, NOT ESTIMATES, 


give you the greatest 


market changes in U. S. history! 


From the raw material in the thirty-odd vol 


New 1951 Edition provides latest U.S. Census data 
revealingly arranged by the J. Walter Thompson Company 


... published by MeGraw -Till, 


es by the 


U.S. Bureaus of the Census, the J. Walter Thompson 
Company has fashioned this indispensable tool for men 
who are responsible for selling effort of any sort. 


This book. port LATION AND ITS DISTRIBUTION, is nothing 
less than a tool—an instrument for taking the financial pulse 
of sales possibilities in the Nation, its States, cities and 
counties. This is the Seventh Edition—a complete revision 


—unique in its field. 


The figures in POPULATION AND ITS DISTRIBUTION, Seventh 
Edition, are complete. They come from the official Census of 
1950 and reflect the greatest shift in population and sales in 
the history of our country. 


More accurate classification of markets 


Market areas include one or more central cities and the areas 
dominated by these cities. This new designation of market 
areas has proved far more accurate and useful than the 
traditional method of classifying arbitrarily by city size. 


Plus complete facts on 


all markets. the book has detailed 


maps and data for every county in every state. Listed alpha- 
betieally for quick reference are complete population figures 


for all towns over 1,000 population. A large t-color map shows 


where the markets are by population and retail volume. 
SEND NO MONEY 
Just 3.000 copies are being printed—!y of which are already 


taken. Each book is handsomely, durably bound in library 
linen to give years of useful service. 


‘To assure getting your copy, we urge vou to mail the aceom- 
panying coupon at once! We will mail a copy to you—prepaid 
for examination—to study at your leisure. You may keep it 
for 5 days. Use it. Test it. Then decide if you wish to own it. 


If the volume fails in any way to live up to your expecta- 
tions, tell us why. return the book and you owe us nothing. 
If—as we believe it will—it fills a need in your business. 
remit $15, and the book—with all its possibilities for the 


increase in your sales—is 


yours to make the most of. 


Sales Managers — To de- 
termine sales quotas 


Public Radio, T\ 
Exe To relate 
coverage to markets more 


accurately 


Advertising Managers 
To help plan advertising 


Market Researchers To 
measure market charac 


| or sales potentials 


If you need it at all, 
it's INDISPENSABLE 
Executives who can’t afford to be without this book: 


Manufacturers 
the number, location and 
charactertstics of the ulti 


mate «¢ 


Department and Chain 
Sores 
buying power of areas 


considered for branches 


Trade 
help their members to a 
better marketing job 


eae Management Engineers 
Space Buyers To make lo evaluate market 

better selection of media possibilities for eclent 
Media Researchers — to et me om ge 

measure advertising ex- 

penditures against) sales Economists Po provide 


marketing and sales data 


Te plot 


onsumer 


To estimate the 


To 


Associations 


m——MARE SURE OF YOUR COPY—WHITE AT ONE 7 


J. Wanren Thowrson Courany, Deranrvesn 212 


Gentlemen: Send me the Seventh Edition of poruLatios 
AND 'Ts DISTHIBL TION, postpaid, for free examination 
1 will either remit $15 payment in fall or return the 
volume, with my reasons for returning it, within 5 day« 


; 420 Lexington Ave., New York 17, New York. 
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Agate Club to Elect 

The Agate Club, Chicago, “the 
oldest advertising club in the 
U.S.,” has submitted the following 


TV Audience Composition, Day by Day 


(Copyright 1951 by Jay & Graham Research) 


° ° 
° ° 
Excellent Interesting 


list of officers nominated to be Men Women Teens Children Total 
voted upon at its business meeting | g,,.43) 110 1.28 27 56 321 ee ——, 
and Christmas party Dec. 27: | Monda 75 1.06 25 58 2 66 39 35 
President, R. P. Hohmann, Wo- Twesda 76 118 23 60 2.76 42 37 
man's Home Companion: v.p., E. J a a rig : : 4 = = a r 
Hughes, Newsweek; treasurer, | Friday 80 1.12 20 62 2.79 43 7 
) Charles A. Lethen, Dell Pubiishing | Saturday 99 Lv 3 67 3.14 42 33 
5 Foi, Secretary, Hiram Schuster, THE AUDIENCE CHANGES DAY-BY-DAY—In August, 1951, television viewers indi 
4 LOOK) a assisté se ‘La 9 ay 


cated a very definite preference for watching TV on certain days of the week. Men, 

for example, did more viewing on Sunday from sign-on to sign-off than on any other 

day of the week, while teen-agers preferred Soturday shows and watched TV least 

on Fridays. Data is based on actual hours of viewing as tabulated by Jay & Graham 

Research (Videodex). The column showing “excellent program” in per cent indicates 

the number of viewers who indicated that opinion of the shows, and similarly with 
the per cent listed for “interesting commercial 


C. Senate, Capper Publications 


TV Sets in Use and Audience Composition 
Monday Through Friday 


F 


August, 1951 
Sets % % 
Time In Use Men Women Teens Children Total Excellent Interesting 
Program’ Commercial 

7:00 a.m 18 2 9 0 10 2.2 29 63 

10:00 a. m 24 2 13 + 9 28 be 22 

11:00 am 45 1 12 2 8 2.3 51 45 

12:00 Noon 6.0 + ll aq 7 2.5 39 36 

1:00 p.m 8.2 3 10 a 10 2.6 40 43 

12:00 p.m 8.8 4 1.0 4 8 26 54 42 

| 3:00 p.m 8.8 3 « 3 6 22 52 30 

4:00 p.m 11.0 $ 9 3 8 2.5 aa 36 

5:00 p.m 15.0 + 7 2 1.3 2.6 35 33 

6:00 p.m 19.2 7 8 3 11 2.8 43 so 
il | 7:00 p.m 23.8 ® 11 2 9 3.1 44 46 INTERESTED INJUN—Wesley |. Nunn, advertising manager of Stondard Oil of 
% te - er 10 ‘3 a o2 re = Indiana, enjoys a pre-rehearsal chat with Glorian Van, singer on Standard Oil's 

a 10:00 p. m 326 1.0 12 2 2 26 46 %6 Wayne King Show, seen over NBC-TV. 
fa hia 1/1100 p.m. 123 10 13 3 1 2.7 4a 32 7 
* a. i | 12:00 Midnight 3.3 9 12 2 l 25 40 27 


in the Toronto marker 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


5 427,897 


a’ 


COPIES DAILY 


ABC. Publisher's Statement, March 31, 1951 


The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLOG., MONTREAL 
IN U.S.A.—-WARD-GRIFFITH INC. 


AND THE AUDIENCE CHANGES HOUR-BY-HOUR—At Po. m. on o weekday summer 


morning (in August, 1951 


almost half of the TV audience was composed of children 


Women composed the largest share of audience from 10 a.m. to 2 p.m. and from 
7 p.m. to midnight. The proportion of male viewers in summer is largest during the 


later evening hours. The column showing the ‘‘total 
senting the average number of people viewing television. It does not necessarily equal 
the total of the individual figures preceding it, since they are rounded 


contains Videodex figures repre- 


Three Join Gray & Rogers 

Norman H. Meyer, formerly 
copy chief of R. E. Lovekin Corp., 
Philadelphia, has joined the copy 


|staff of Gray & Rogers, Philadel- 


phia. Henry R. Hallowell Jr., for- 
merly with Neal D. Ivey Co., Phil- 
adelphia, has become a member of 
the contact department and James 
S. Reifsnyder, formerly witn N 
W. Ayer & Son, Philadelphia, has 
joined the media department. 


Coles Transfers Gousha 

Harry Gousha has been trans- 
ferred from the Chicago office of 
Ross Coles & Co., incentive agency, 
where he was campaign director, 
to the eastern district office in 
New York, where he has been ap- 
pointed manager. 


McClement Named Ad Head 


Miss Lillian McClement, for- 
merly with N. Snellenburg & Co., 
Philadelphia department store, has 
been appointed advertising man- 
ager of Brentwood Sportswear Co., 


Philadelphia, manufacturer of 
men’s sportswear. She succeeds 
Mrs. Thelma Nissman, whe 


resigned 


Opens Photographic Lab 

Stone Container Corp., Chicago, 
manufacturer of corrugated boxes, 
has completed construction of a 
fully equipped photographic lab- 
oratory to be used by its research 
and advertising departments in de- 
veloping new techniques for print- 
ing advertising material on cor- 
rugated boxes 


ZIFF-DAVIS PUBLISHING CO. 


366 Madison Avenue, New York, N.Y. MUrray Hill 7-8080 
185 N. Wabash Avenue, Chicago, Ill. ANdover 3-5200 
815 South Hill Street, Los Angeles, Calif. Tucker 9213 


PHOTOGRAP 


THE NUMBER ONE SELLING FORCE IN THE PHOTOGRAPHIC INDUSTRY 


The mass magazine in the 
photographic field. Bought 
each month by more people 
than any other photographic 
magazine in the world. 


Advertisers invest more dol- 
lars and buy more pages 
in PHOTOGRAPHY than in 
any other photographic 
magazine! 


has 
|} and 


Dentist Blames 
Poor Tooth Care 
on Dentifrice Ads 


New York, Dec. 11—Advertis- 
ing campaigns for “confectionery” 
tooth preparations are blamed for 
improper care of teeth by Dean 
Harry Lyons of the Virginia Med- 
ical College’s school of dentistry. 

Speaking to the Greater New 
York dental meeting, Dr. Lyons 
(the name is apparently coinci- 
dental) noted that ads prey on 
human emotions of fear, vanity 
love, and scare people into 
buying many preparations which 
merely eliminate symptoms, while 
the real trouble becomes more 
serious. 


8 He charged that massaging the 
gums, with or without toothpaste, 


is “of no value so far as is known. 


And if an irritation exists in the 
gum tissue, massage will make it 
worse.” 

He argued that toothpicks and 
rubber points affixed to some 


toothbrushes are equally useless, 
and equally likely to cause harm. 
Further, the value of ammoniated, 
chlorophyll and penicillin denti- 
frices has yet to be proved beyond 
promoting mouth sanitation, he 
said. 

Proper brushing is a major 
factor in published test successes 
of medicated dentifrices, he noted, 
and added that a 50-50 mixture of 
table salt and baking soda is as 
good as any dentifrice on the mar- 
ket. 


Schmidt Heads Beam Sales 


L. S. (Bud) Schmidt, associated 
with the company for 17 years in 
various executive positions, has 
been promoted to head of the bulk 
sales division of James B. Beam 
Distilling Co., Chicago. 


22 MONUMENT SQUARE 
PORTLAND, MAINE 


ELECTROTYPE CO. 


The finest in engraving 
facilities and craftsmanship 
developed through 59 years of 
service to the advertising 


Engraving and Electrotyping 
under one roof means faster — 
better service for you. 


Block and White 
Four Color Process 
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Adveriising Age, December 17, 1951 


Hadacol Agency Collects $298,000 Credit 
Insurance and Pays Off All Media Debts 


Houston, Dec. 1i—Majestic Ad- 
vertising Agency, which handled 
the Hadacol account and was stuck 
for substantial advertising com- 
mitments when that organization 
developed financial difficulties, has 
collected $298,000 in credit insur- 
ance and paid off all media debts 
100% on the dollar 

“I thought you might be inter- 
ested in a letter which I have writ- 
ten American Credit Indemnity Co. 
regarding their settlement with us 
under the policy held with them 
covering the LeBlanc Corp.,” L. 
H. Towner, owner of the Majestic 
agency, told ADVERTISING AGE. 

“I would like to say that LeBlanc 
was rated AAAI, the highest rat-| 
ing obtainable. Still, had it not! 
been for our American Credit In- 
demnity Co. policy, we would have 
been a long, long time, if ever, 
in paying the newspapers to whom | 
we were obligated for Hadacol ad-! 
vevtising.” 


@In view of recent difficulties 
which agencies have found them- 
selves in as a result of financial 
problems ef clients, Mr. Towner's 
letter to his credit insurance com- 
pany is especially interesting. He 
wrote: 

“Your adjuster has just given us 
vour check for $298,000 as payment 
under our credit insurance policy 
on the bad debt loss we recently 
suffered on our largest client. 

“The settlement was exactly as 
we had understood it would be, 
under the terms of our policy. 
Frankly, our policy of credit in- 
surance with the American Credit 
Indemnity Co. was a veritable life | 
saver. Without it, while we sup- 
pose we could have remained ial 
the advertising business, we cer-| 
tainly would have, been a long, 
long time paying our obligations 
to the newspapers and radio sta- 
tions for the commitments we had | 
made for this client. 


@ “When we first secured the} 
American Credit Indemnity Co 
policy, our client was not a very 
large account. However, it grew 
fast and as you know we increased | 
the amount of coverage several 
times during the past two years, | 
and the account became a very 
large one. We can see now that the 
smartest thing we ever did was to} 


purchase a policy insuring the ac- | 


count of this client. 

“We hope that our experience 
will emphasize strongly to adver- 
tising agencies, and every other 
concern selling on open terms, the 
vital importance of credit insur- 
ance. Up to a very short time ago 
this client of ours was an extremely 
well rated concern, and their dif- 
ficulties came almost overnight. It 
is impossible to foresee such losses, 
and ratings alone cannot guarantee 
the safety of the account...” 


SIMON AIRS VIEWS 
ON CREDIT INSURANCE 

PHILADELPHIA, Dec. 12—Agen- 
cies that have used credit insur- 
ance continue to be believers in it 
because they have seen it work 
and they like it no matter what it 
is called. 

Morton J. Simon, local attor- 
ney who specializes in advertis- 
ing’s legal problems, made this 
statement to AA in rebuttal to 
arguments given (AA, Nov. 5) by 
agencies in three cities who do not 
use credit insurance, but instead 
prefer internal controls. 

He pointed out that the reasons 
ziven by non-users seem contrary 
to his own experience in working 
with agencies. “I do not think that 
the picture as presented by the 
survey is an accurate one,” he de- 
clared, “at least from the point of 
view of cause and effect. Since the 
subject is one of vital interest to 
all agencies, certain misconcep- 


tions should be cleared up 

“I am convinced from personal 
experience with agencies that 
much of the disaffection is due to 
a somewhat limited understanding 
of the function, purpose and op- 
eration of credit insurance,” he 
argued. “Many agencies which once 
were ‘aginners’ now carry credit 
insurance. But they had to be ed- 
ucated to it.” 


@® Mr. Simon said that the ar- 
gument by many agencies against 
credit insurance is one that is used 
against all insurance. “But try to 
get fire insurance on your house 
or factory after the fire started,” 
he declared. 

In addition, Mr. Simon said that 
one of the most important func- 
tions rendered by a top credit in- 


| Surance company is its reporting 


service. He belittled the argument 
about internal supervision and 


‘analysis of clients by pointing out 
that banks are certainly as compe- 
tent as agency watchdogs and even 
they get stuck sometimes 

“As to watching the payments 
and keeping them current,” he 
added, “that’s fine. But what about 
work in progress, noncancelable 
space, and that last bill which 
wasn't discounted?” 

As for agency objections about 
the high cost of credit insurance 
Mr. Simon pointed out that all 
costs are relative; and credit in- 
surance is deductible tax-wise as 
an operating business expense 

“Will an agency addi- 
tional one-tenth to one-half cent 
to protect itself on its 85¢ invest- 
ment in each dollar of its billing?” 
he asked, stating that that’s what 
it all boils down to 


pay an 


e “If an account is bad,” Mr. Si- 
mon said, “the thing to do is not 
to insure it but to drop it. If your 
credit insurance steers 
you away from just one such risk, 
it has more than earned its total 


company 


oo «ation rate , 
pe sional daily ombina : nn pn 
oer his and the Mem an : 
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premium for a long time.” 

The argument about setting up 
cash reserves to meet such losses 
is fallacious, he pointed out, be- 
cause Uncle Sam won't permit 
such a cash reserve except in limi- 


81 


ted situations: An agency's history 
may show that only a trifling loss 
is to be expected, he added, but 
actually one loss can much more 
than wipe out such a reserve and 
really hurt the agency 


It’s "TOPS" in its trade 


t& 6 
HAIRE Specialized TRADE PUBLICATIONS 
1170 Broadway,N.Y.1, + 


INFANTS’ & 
CHILDREN'S REVIEW 


Carries more advertisers... 
carries more advertising, 
and is the only magazine 
in the infants’, children’s 


and teen-age field with 


ABC PAID circulation. 


MU 3-8700 


IT'S EASY WITH 
THE 


RIGHT 


COMBINATION! 


MEMPHIS PRESS-SCIMITAR 
THE COMMERCIAL APPEAL 


SCRIPPS-HOWARD NEWSPAPERS 
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GETS 14 
OF $200 


about results: 


in ADVERTISING 


Like a great many people, this man in Cincinnati 
decided he would like a better job. Unlike most 
people, he wanted one which paid at least $20,000 
a year. SO, he placed a classified ad in the 
“Advertising Market Place” columns of AD- 
VERTISING AGE. 


“Though my ad fairly screamed at least $20,000, 
I have so far had 14 legitimate answers. 
are all from blue ribbon agencies in New York, 
Chicago, Cleveland, Milwaukee, etc., and the 
replies are still coming in.” 

If you are looking for a position, or for a man 
to fill one — if you have anything to buy or sell 
in advertising — the “Advertising Market Place” 


place to tell your story. 


OFFERS 
00 JOB... 


And here’s what he said 


These 


AGE is the most resultful 


Information for Advertisers 


No. 4192. Editorial Structure of a 
Medical Paper 

In “A Report to Its Advertisers” 
Modern Medicine presents a de- 
tailed, behind-the-scenes picture of 
the way in which editorial] materi- 
al is selected, screened, and pro- 
duced for the medical field—going 
through the hands of the editorial 
staff, the editorial consultants, and 
the editorial A total of 72 
experts is engaged in evaluating 
material for accuracy, authenticity, 
and breadth of interest 


board 


No. 4198. How to Use Fluorescence 
in Advertising. 
“Fluorescence—The New Dimen- 
in Color” is a comprehensive 
manual offered Lawter 


sion 
new by 


Chemicals Inc 


an information file and guide on 
daylight fluorescence and black 
light fluorescence, and which 


should be available in every art 
department and production depart- 
ment. It contains detailed instruc- 
tions and suggestions for the best 
use of luminescent materials on 
nearly everything from price tags 
to 24-sheet posters 


4199. Data for Chemical Field 
‘Facts for the Advertiser” is 
new NIAA-type market and media 
file folder offered by Chemical 
Week, covering history of the pub- 
lication, market served, circulation, 


No 


readership, special services, rates, 
Pointing out that “things hap- 
fast in the chemical 
industries,” the study presents 
up-to-the-minute picture 


etc 
pen process 


an 


No. 4200. How to Get New-Product 
Publicity 


Business Week presents a new 
brochure, “Tell Us about Your 
New Product,” setting forth pro- 
cedures to follow in submitting 


new-product information fer pub- 
Pointing out that 


news, W hile 


lication 
products 


new 


are cheese- 


Note 


200 E. Illinois St., Chicago 11. Il. 


—please print or type) 


| COMPANY . 
: I a 
| city & ZONE 


. which is essentially | 


| 
al on 


Inquiries for the items listed above will not be serviced beyond Jan. 28. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


i 
! 
| 
Please send me the following (insert number of each item wanted 
! 
| 
| 
| 
| 


cake photos are not, the booklet 
contains worth while suggestions, 
especially as to basic facts which! 
should be included in releases 


No. 4201 
Government 


als 


Guidance in Preparing 
Technical Manu- 
Pointing out that payment on 
prime contracts may be held up 
until the government's technical | 
requirements on manuals are met, | 
Grant-Jacoby Studios presents a 
file folder, “Technical Manuals,” 
giving guidance on their prepara- 
tion and the estimations of their| 
costs. It is not enough, it warns, to} 
assume that a few mimeographed 
pages will do the job; much more} 
may be needed to meet government | 
requirements } 


No. 4202. Latest Facts about Quad- | 

Cities Market 

Making the point that Daven- 
port, Rock Island, Moline and East 
Moline are “as close together as 
the boroughs of New York,” The 
| Moline Dispatch and The Rock 
Island Argus offer a new data fold- 
ler, “Does Your Idea of the Quad- 
Cities Coincide with This?” The 
folder presents up-to-date figures 
population, retail sales, food 
sales, etc., effective buying income 
and other economic information in 
easy-to-read form. 


No. 4203. Takes Guesswork 
of Gift-Giving 

| Cappel, MacDonald and Co. of- | 
| fers a new gift and premium Cata- 
| log, with wholesale price list, il- 
lustrating some 350 merchandise 
items for business gift giving, in- 
centive programs, etc. One helpful 
feature is a special “Preferred 
Gifts” section, which shows—based 
/on reports*from 50 leading depart- 
ment stores—what items are es- 
pecially popular. This “Guide to 
Business Gifts” is a handy book 
to have on hand 


out 


Bidg 
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THE ADVERTISING MARKET PLAC 


Rates 


90¢ 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


per line, minimum charge $3.60. Cash with order 


Figure all cap 


HELP WANTED 


HELP WANTED 


ADVERTISING AND SALES 
PROMOTION MANAGER 
A progressive and rapidly growing Life 
Insurance Company in the quarter billion 
dollar bracket, needs young man to or- 
ganize advertising department and direct 


sales promotion work 
General knowledge of advertising, sales 
promotion and advertising agency pro- 


cedure essential, Excellent opportunity for 
man with ability and initiative 

Mail complete resume, photo and salary 
requirements. Present organization knows 
of this advertisement 

Louis N. Bailey & Associates 

301 East Bremer Avenue 

Waverly, Iowa 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
Advertising agency account handler 
3 years’ or more agency experience is 
offered exceptional opportunity by 25-year 
established, growing agency with challen- 
ging national accounts. Must know all me- 
dia, be strong copy man, have abundant 
drive, good record for getting along with 
people and under 34 years. A really 
ceptional chance for advancement for 
right man. Only experienced need 
Send resume, snapshot. President 
& Associates, 9th floor, Dan Waggoner 

Fort Worth 2, Texas 
DIRECT MAIL ADVERTISING MGR. 
Must have proper education and experi- 
ence and be responsible for lists, layout 
and production. Seasoned small nat'l mfg 
business necessity. Top Salary. Oppor- 
tunity. P. O. Box 869, Alliance, Ohio 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 
4A Advertising Agency in Cleveland wants 
man for publicity, dealer house organ 
and servicing national advertiser in heat- 
ing field. Permanent. Salary according to 
ability. State experience, salary expected 
and when available. Replies confidential 
Box 4166, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill 
Advertising agency mail-order copy writer 
wanted. Must write exceptionally well and 


with 


be thoroughly familiar with mail order 
plans. Salary $7500 plus bonus. Replies 
held strictly confidential. Address 


Box 4177, ADVERTISING AGE, 
11 E. 47th St.. New York 17, N. ¥ 


ADVERTISING MANAGER 

Major airline. Immediate opening as Dep't 
Head. Ideal opportunity for young man 
with executive ability. Knowledge of ad- 
vertising production, media, direct mail 
ability to write and recognize good copy 
essential. Airline or aviation experience 
valuable but not mandatory. Midwest lo- 
cation. Salary $6000 to $7200. Give age 
education, complete record of personal 
and business background. Replies confi- 
dential 

Box 4175, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
ART DIRECTOR Label Exp 
COPY WRITERS 
ADVTG. ASST. Food Exp 

We serve both Employer and Employee 
SHAY AGENCY 
30 West Washington - Chicago 2, Illinois 
ADVERTISING SALESMAN-—Sell as side 
line, syndicated monthly newsletter, in- 
dividualized own publication 
Appeals to manufacturers, insurance and 
financial firms, ete. Liberal commissions 

Box 4174, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, lll 
ASSISTANT EDITOR. Chicago publisher 
wants voung man with electrical back- 
ground and proven ability as news writer 
ind reporter to train for managing editor- 
ship of established business publication 
Give complete information as to age 
experience, earnings, etc 

Box 4167, ADVERTISING AGE, 

200 E. Ilinois St., Chicago 11, Ill 


$8000 
$3600 to $7000 
$4800 


as user's 


Want Sales Promotion Job 


Lots of experience in midwest in both 
advertising and circulation, four years as 
xromotion manager. Under forty, 
M of large competitive newspaper (city 
over a million). Goc record in 
methods, techniques of sales presentations 
and direct mail, public relations, market 
data, research, agency relations, coordi- 
nation with salesmen, administration; ex- 
pert in plans and 
processes. Ready for management job or 
good sales promotion job. Newspaper, in- 
dustry or magazine. Reason for changing 
want bigger chance to use what I know 
and can do. If you have a job open, let's 
talk about it 
Box 8036 
200 E 


Advertising Age, 
Illinois St., Chicago 11, Tl 


production for printing | 


lems—this is a must. 


executives. 


activities. 


MERCHANDISING 
MANAGER 


Major National Agency 


EADING advertising agency plans immediate 
expansion of its Merchandising Department. 

This is an unusual opportunity for the right man 
(in the 35 to 45 age bracket) who has spent a 
major portion of his agency career with a top 
agency working with client's merchandising prob- 


This man will be a consistent student of the lat- 
est developments in distribution and marketing. He 
may have spent several years in merchandising 
work with a large producer, retail store or chain 
organization. He will have a quick grasp of market 
and product characteristics. He will be an able field 
operator, capable of ferreting out trade attitudes— 
and think creatively in terms of ideas and material 
to implement the advertising program at the retail 
level. He will get along well with client and agency 


This is a challenging assignment in an expand- 
ing situation for someone with enthusiasm, ambi- 
tion, and a resourceful approach to the job—some- 
one who can think straight and work hard—some- 
one who can put merchandising recommendations 
clearly and logically, in words or in well organized 
reports that will stand critical analysis. It should 
grow with a man who feels he has laid the founda- 
tion for growth in his career. He will report to a 
company officer now supervising merchandising 


If your qualifications honestly measure up to this 
opportunity, write in full detail why and how. All 
correspondence strictly confidential. 
Advertising Age, 11 E. Illinois St., Chicago 11, III. 


Box 8035, 


| 


now | 


| 


sales | 


1951 


POSITIONS WANTED 
(JUNIOR) ACCOUNT EXECUTIVE 


Wants to move up. Now with small 4-A 
agency, doing research and handling some 
and assisting on other ccounts. Small 
agency, newspaper, ad. mgr. background 
gives me a “little of everything” exper: 
ence. Minimum salary $5,200 with oppor 


tunity for future 

Box 4169, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. Y 
WOULD YOUR ORGANIZATION PROFIT 

BY UTILIZING ME? 
Conscientious young man ‘under 30) de- 
sires to help in building an established 
organization. Welcomes responsibility and 
opportunity to advance. Currently com- 
mercial manager and news commentator 
on 1000-watt Indep. Radio Station. Back- 
ground includes college degree, veteran, 
asst. adv. manager of 30,000 circ. daily 
paper, senior partner of advert. agency 
in city of 45,000 pop. WRITE BOX 4176, 
ADVERTISING AGE, 11 E. 47th St., New 
York 17, N. ¥ 
EMPLOYERS - Capable office help, for 
part-time work at home, from addressing 
envelopes to bookkeeping, available in 
your locality. B ess Publishing House, 
127 Broad St.. Boston 10, Mass 

LETTERING ARTIST 
experience lettering Display 
vertising. 9 yrs. with present 
Now Chgo. will relocate. 

Box 4170, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 
PUBLISHER MOVING, WOMAN EDITOR 
national vertical available January 15 
6 vears experience writing, production, 
layout, simple artwork, Chicago area 

Box 4171, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
SPACE SALESMAN—Producer of 
»usiness, College graduate known in 
cago area 


Box 4172, 


25 yrs 


Ad- 


emplover 


ADVERTISING AGE 

200 E. Llinois St., Chicago 11, Ill 
PUBLIC RELATIONS—Advertising Di- 
rector of large southern firm desires more 
latitude with progressive company. Salary 
$8400 and good future. Can prove ability 
No hurry. Complete investigation 

Box 4173, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Lil 


COPYWRITER 
WANTED 


Well established midwest agency (not 
Chicago), handling national accounts, 
has opportunity for man who writes 
advertising that gets results—prefer- 
ably consumer food copy that wins 
women readers. No beginners please. 

Just the right spot for young man 
with solid agency foundation who 
wants to broaden his experience and 
have good opportunity to move ahead. 


| Should understand modern food mer- 
| chandising through chain stores, super 


markets, jobbers, brokers. Will work 
with account executive in closely knit 
group handling national food accounts. 

-V experience helpful. but not essen- 
tial. Please give complete details of ex- 


|} perience and salary expected in first 


letter. Send no samples until requested. 

All replies held in strict confidence. 

Our people know of this advertisement. 
Box 8032, Advertising Age 

200 East Illinois St., Chicago fh Il. 


TRADE MAGAZINE 

FOR IMMEDIATE SALE 
Well established business paper 
group, commodity field, audited cir- 
culation, annual billing $125,000. Also 
direct mail machinery, equipment, 
supplies & inventory value $30,000. 
Reasonable rent, good space Man- 
hattan. Publisher wishes to retire. 
Will sell complete $100,000 — 40% 
in cash. Write Box 8033, Advertising 
Age, 11 E. 47th St.. New York 17, N.Y. 


ADVERTISING 
MANAGER 
AVAILABLE 


Man with push and imagination 
seeks connection with aggressive 
company or agency in need of 
creative energy to direct adver- 
tising and public relations pro- 
gram. Solid background in news- 
papers, TV & radio. Know plan- 
ning, layout & copy, scripts 
& production . . . including film 
commercials and story boards. . . 
tricks of cost cutting. Age 40; 
married; two colleens; go any- 
Starting salary $12,000. 
Box 8040, Advertising Age, 200 
E. Illinois St., Chicago 11, IV. 


where. 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 
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Hess Predicts 
Higher Budgets 
by Retail Stores 


ALLENTOWN, Pa., Dec. 11—Re- 
tailers are going to do more “com- 
pelling and productive advertis- 
ing” in 1952 and cut down on their 
institutional and prestige adver- 
tising, according to Max Hess Jr., 
president of Hess 
Bros. department 
store. 

Mr. Hess pre- 
dicted that large 
sales, supported 
by heavy promo- 
tion and direct 
advertising pro- 
grams will be 
common next a 
vear. He warned 
retailers who cut 
their ad apnyro- 
priations in an attempt “to econ- 
omize” that they will have a tough 
time keeping up with the competi- 
tion 


Mox Hess Jr. 


“The progressive retailer,” he 
said, “has learned that advertis- 
ing budgets must be increased, or 

if necessary—even doubled dur- 
ing low sales periods. A sound 
merchandise advertising program 
is the best investment a retailer 
can make in the next 12 months.” 


@ Mr. Hess, who has written a 
book, “Every Dollar Counts,” soon 
to be published, forecast the 
sharpest competition ever in ‘52 
for the consumer's dollar. 

“The retailer is going to find the 
‘52 shopper a cautious individual 
whose primary interest will be 
prices,” he added. “The shopper 


r—REPRESENTATIVE—- 


POP advertising specialty sold to 
printers. Protected territory. Com- 
mission arrangement—part time 
basis. Product well known— 
backed by consistent advertising. 
Established business in most big 
cities. 


Box 8038, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


Advertising Age, December 17, 1951 


who used to buy on an emotional 
basis will be a thing of the past.” 

Another prediction made by Mr. 
Hess is that the retailer will prob- 
ably receive a lot more advertising 
support than ever before from the 
manufacturer. As a result of rigor- 
ous competition, in Mr. Hess’ view, 
the manufacturer will have to re- 
consider his ad structure to devote 
some money to consumer advertis- 
ing in local newspapers or to ap- 
propriate funds for cooperative ad- 
vertising 


® The department store head said 
he expected the co-op plan will 
carry a lot of weight with retail- 


ers in 1952. He explained that 
retailers’ advertising costs have 
gone up “exorbitantly,” with the 


result that he cannot ignore the 
manufacturer of competitive goods 
who is willing to share his load. 

Mr. Hess cautioned that news- 
papers, to get a maximum amount 
of business next year, will have 
to keep rate increases at a min- 
imum. “The newspaper which re- 
alizes that deadlines and time 
schedules can’t be arbitrary but 
must be timed to promotion and 
merchandise time tables will be 
doing a great service to its ad- 
vertisers as well as making a 
strong bid for increased business,” 
he said 

In connection with institutional 
advertising, Mr. Hess said that re- 
tailers who used to resort to this 
type to reduce their taxable in- 
come are going to be “few and far 
between,” adding that “any sur- 
plus money a retailer has for ad- 
vertising in ‘52 will be used for 
sales-getting ads.” 


@ The new tax system, he con- 
tinued, “will have a diametrically 
opposite effect on the manufac- 
turer and the ultimate consumer. 
The manufacturer will seek high- 
er prices while the :onsumer will 
look for lower prices or do with- 


out the product. The retailer will 


be caught in the middle. 

“More than likely, rising prices 
will bring the unit sales figures 
down. The consumer may have 


PUBLICITY TECHNICAL 

Technica! stuff’ as radio, electronics, batteries 
machinery, gasoline engines, pharmaceuticals 
are my meat. Know editorial wants, have high 
news release pickup. Can create merchandising 
ideas. put punch into advertising copy. Member 
American Chemical Society and Institute of 
Radio Engineers 

Box 8039, Advertising Age, 200 E lilinois St 
Chicago 11, Tl 


If you are looking for an advertis- 
ing and sales promotion manager 
you can rely upon, one who can 
translate top management sales 
plans into hard-hitting advertising. 
one who is capable of sound plan- 
ning, clear thinking and who will 
do a thorough job for you. you will 
want to talk to this man. 


HE HAS A GOOD RECORD 

He is a seasoned writer. He has 
planned, executed and supervised 
production on campaigns with fol- 
low through promotional plans that 
paid off. He has worked with con- 
sumer and industrial products in a 
wide range. His advertising and 
administrative ability encompasses 
both company manager and agen- 
cy experience. He has served as 
editor on a trade publication, func- 
tioned as an account executive 
with an agency; he has achieved 
outstanding successes in packag- 
ing, publicity, direct mail. displays. 
literature, catalogs. He plans his 
work ahead and gets it out on time. 


WORKS WELL WITH OTHERS 

This man is 46 years old with 
drive and energy guided by the 
seasoned experience of 20 years. 
He is a responsible and depend- 
able family man. He is personable, 


Talk to this Man 
before you decide 


He is a Seasoned Advertising, Sales Promotion Man 
You Can Depend Upon to do a Good Job 


wears well and works well with 
others. He is not thin-skinned; he 
can take suggestions and ideas 
from others and follow them 
through. He keeps his department 
running smoothly and the staff 
working harmoniously. He is neat; 
a good talker: he can get sales- 
men behind his promotional plans 
and objectives. 


WANTS A BIGGER JOB 
He is now employed (has been for 
5 years in his present job) and well 
liked where he is. He wants to 
change jobs because he won't be 
fied with p limited op- 
portunity. 
WRITE HIM TODAY 
The importance of your job calls 
for the greatest care in the selec- 
tion of a man, especially if he is 
one you would expect to pay up 
to $15,000 a year. This man may 
be the one you are looking for. 
Talk to him. Drop him a line today 
so an interview can be arranged. 
He will answer promptly and con 
fidentially. 


Box 8031. ADVERTISING AGE. 
200 East Illinois St.. 
Chicago 11, Mlinois 


more money but he just isn't go- 
ing to buy as many things as he 
did in previous years.” 


Ruyle Boosted to A.M. 


Carson L. Ruyle, a member of 
the sales division, has been pro- 
moted to advertising manager of 
Gardner-Denver Co., Quincy, Il. 
producer of pumps, compressors 
and mining and oil field equip- 
ment, He succeeds Damon P. Tun- 
nicliff, who has been called to 
active service as a lieutenant in 
the Navy 


Terry Joins F. C. Russell Co. 

Paul Terry, formerly with Hub- 
bell Advertising, Cleveland, has 
been named assistant advertising 
director of F. C. Russell Co., Cleve- 
land, combination window manu- 
facturer. Mr. Terry at one time 
operated his own agency and was 
associated with several Pacifie 
Coast agencies. 


T. M. Ward Gets Account 
Taylor M. Ward Inc Ithaca, 

N. Y., has been appointed to han- 

dle advertising for Shepard Niles 


Crane & Hoist Corp., Montour Falls, 
N. Y., manufacturer of cranes and 
hoists. Baker Jones Hansauer Inc,, 
Buffalo, previously had the ac- 
count 


Logan to Bechik Products 

Robert B. Logan, formerly editor 
of Bedding, published by the Na- 
tional Assn. of Bedding Mfrs., Chi- 
cago, has been appointed sales 
manager of Bechik Products Inc., 
Chicago, bedding and upholstering 
supplies manufacturer 


Roizen Changes Name 

Roizen Advertising Agency, Buf- 
falo, has changed its name to Roi- 
zen & Rich Inc. and elected Arthur 
H. Rich v.p. and secretary. Mr 
Rich was formerly an account ex- 
ecutive with Comstock & Co., Buf- 
falo 


Resigns Herter's Account 

Marvin P. Spittler Agency, 
Waseca, Minn., has resigned the 
account of Herter’s Inc., Waseca 
manufacturer of fly tying materi- 
als, gunstocks and hunting equip- 
ment, effective Jan. 1 


SPACE 


Member: N.A.E.A.: Bureau of Advertising, A.N.P.A 
Herald-Journal on 
Adv 


HERALD-AMERICAN 


Syracuse 1, N. Y 


American: Publisher, E. A. ara— 


Dir., C. S. Hurley 


REPRESENTATIVE: 
Moloney, Regan & Schmitt. Incorporated 


YOUR 


SELLING 
MESSAGE 


SUNDAY COMIC SECTION 
COMMISSION AND CASH DISCOUNT 


15°% te agencies; 2% 15th following month 


ADVERTISING RATES 
Effective April 1, 1951. Card No. 26-A.) 


GENERAL 
Rates below apply when sold independently of Puch— 
The Comic Weekly 


@ COLOR RATES (Four Colors) 


1 page (280 lines by 7 columns) 1,200.00 
2/3 page (186 lines by 7 columns) 830.00 
1/2 cage (140 lines by 7 columns) . 650.00, 
1/3 gage ( 93 lines by 7 columns) 500. 


STRIPS 


Biack and White or Four Color 


AVAILABLE 


7 columns by 21 lines 
7 columns by 14 lines 


DISCOUNTS 


6 to 13 times 3° 
14 to 26 times 4% 
26 to 38 times 5 


IN THE 


39 to 51 times 7 
52 or more times. . 10 


CLOSING TIME 


by greater 
13 


4 weeks before publication 


MECHANICAL REQUIREMENTS 
Advertiser to furnish mats or plates and proofs. Printed 
Buffalo Press 

1/2” wide ty 280 lines deep. 7 cols. to page, 
1,906 lines to page 


Buffalo, N. Y. Page size 


CIRCULATION 


Net Paid—ABC 3-31-51 
Total 222 892 


Color Comic Section 


OF THE 


SYRACUSE 
HERALD-AMERICAN 


where 


high reader traffic 


assures MAXIMUM 


UMPIRE 5, 
3” ue 


EFFECTIVENESS 


The SYRACUSE Hewspasers 


HERALD JOURNAL — POST STANDARD 


e. (Evening) (Morning) 
HERALD-AMERICAN POST-STANDARD 


(Sunday) 
GENERAL ADVERTISING REPRESENTATIVES 


(Sunday) 


MOLONEY, REGAN & SCHMITT — 


ine 


83 


SOUTH CAROLINA’S 


- SUPERMARKET! 


SEAM B 


SOUTH CAROLINA’S 


LARGEST 


METROPOLITAN 


AREA 


(U. S. Census, 1950) 


LEADS BY FAR IN 


GREENVILLE $151,050,000 ' 


Columbia 136,965,000 


Charleston 125,097,000 


Seles Monogement 1951 


Greenville leads also in Popu- 
lation, Employment, Wages, 
and Automotive Registration. 
South Carolina’s First Metro- 
politan Area is your first mar- 
ket in S. C. 


Daily Circulation 95,237 
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Along the Media Path 


@ Stations WNHC and WNHC-TV, 
ew Haven, are now operating 
from the standpoint of 
that is 


separately 
facilities 


Coincident with the start of the 
radio outlet’s affiliation with the 
National Broadcasting Co., the new 
radio building at 161 York St. has 


torn opene At the same time 
the company rigina tudios ana 
executive office t 0 Chapel St 
nave yee! ned ove exclusivel 
te t « ! sister video i- 
tior 

There has, however, for the most 
part een T ivorceme ot tne 
rad ind video staff; executives 
ilesmen, et continue t jivide 
thei ittent between AM and 
TV 

The new radio building, a recon- 
verted four-story brownstone 


house, is adjacent to the TV studios 


COUPONS in 
EXTENSION 


| 
} 


| 


PULL! 


These are coupons which mean 
thousands of dollars in SALES. 
Coupons must produce results in 
EN TENSION and they do... or 
else advertisers would not return 
month after month with consist: | 
ent schedules selling 
vetting RESULTS: 


| 
| 
| 


Below are typical comments of 


EXTENSION advertisers: 


We have been eof ENTEN 
SION since Septe We kev every 
wl] we run and have definite results on every 


magazine it we advertise. Qur percent 


1 wheel 
tof ENTE NSION advertising i much 
van the 5 


lower tl average Crawtord's 

You'll be glad to know that a page we ran | 
nm pret bristmas imsue of EXTENSION 
brought us orders at less than 27e¢ each -a 


lower per-inguiry rate than produced by any 
other magazine or newspaper supplement.” — 


Roly A KX Associa 


WRITE TODAY bor mplete, factual 


story of ENTENSION's coverage, its readers, 


its influence, its advertivers and their suc 
se, Learn how vou can effectively the 
ad pages of this outstanding Catholic Peri 


odical for a comparatively small expenditure 


CIRCULATION 560,301 


1307 S. Wabash Ave., Chicago 5, IL 


on Chapel St. It houses two studios 
and a control room on the ground 
floor, the news and programming 
iepartment the second and 

! publicity and 
ographic department the 
An adjoining building 
has been acquired Dy the company 
will be added to the radio 
following renovation, to 
and clerical of- 


on 


third floors and 


phot on 


1 p floor 


provide executive 


e CBS-owned KNXT, Los Ange- 
that national TV 
billing has increased more 
in 300% from April to October 


{ this vear 


les, reports its 
spot 


th 


e A recent promotion 
KTTV, Los Angeles, cites share-of- 
iudience figures from data ob- 

in the “biggest sample ever 
Los Angeles TV.” 


piece from 


tained 


e Beginning in January, Park 
East, New York, will carry a regu- 
lar monthly feature devoted to 
transportation and resorts of spe- 
interest to high-income vaca- 
tloners 

Hartford Courant’s new 
press completed its biggest 
job on Dec. 2 by printing 
more than 9,500,000 pages; the fig- 
ure represented only 80 pages in 
the first four sections of the Sun- 
edition, the other 104 pages 
having been printed earlier in the 
week 


e The 
Wood 


one-day 


day 


e@ An Italian flood relief campaign 
conducted WOV, New York, 
netted than $21,000 in 10 
donations and pledges 


by 
more 
jays in 
from its listeners 

e A new presentation containing 
data on the new baby market and 
coverage figures on Your New 
Baby has been released by Parents’ 
Institute, New York 


e@ Metropolitan Group has pub- 
lished its new 1951-52 circulation 
book, which lists the circulation of 
the “basic” group of 22 papers (23 
effective July 1, 1952) in every 
city and county in the country. In 
addition to the city and county 
lists, there are circulation summa- 


ries by city-size groups and an 
urban-rural breakdown by geo- 
graphical divisions. The book may 
be obtained from Metro sales of- 
fices in New York, Chicago. De- 
troit, San Francisco and Los 
Angeles 


e@ WFIL, Philadelphia, is sending 
advertisers and agencies a file- 
folder of 25 preprints of a two-year 
advertising drive the station 
designed to supply the complete 
market story of Philadelphia's 14- 
county 


Dv 


trading area 


e The Baltimore News-Post re- 
ports that its Thanksgiving Day 


issue carried more retail advertis- 


ing (177,201 lines) than has ever 
been placed in any daily newspa- 
per published in Baltimore. The 
issue carried a record 108 pages 


e@ An eight-page coverage and 
market data booklet containing 
data on the WJR market area has 
been released by the Detroit sta-| 
tion. Figures are cited on popula- 
tion, radio homes, retail sales, food 
drug filling station 
sales and passenger car registra-) 
tions, and are tabulated by counties | 
in Michigan, Oho, Indiana 
Pennsylvania included in the st 
tion’s primary coverage area 


sales, sales, 


ana | 


i- | 


@ The Milwaukee Sentinel is dis- 
tributing to local retail advertisers 
its January retail planning work-|} 
sheet and calendar to aid advertis- | 


ers in studying sales trends and} 
calculating projections tor the| 
coming month | 

| 


@ The Journal, Portland, Ore., ran 
its first special jewelry section 
Nov. 28, with a color cover and} 
478” of retail jewelry advertising 
The paper also reports that its 
first r.o.p. color ads appeared Sun- ; 
day, Nov. 18 


e@ The 15th in a of studies | 
conducted among a representative | 
sample of its readers has been pub- 
lished by the Canadian Home Jour- 
nal, Toronto. Titled “Attitudes 


Towards Banking, #fifance and vot| 


series 


surance Among Women Readers of 
the Canadian Home Journal,” it} 
gives data on budgeting; life, prop- | 
erty and sickness insurance; stocks | 
and bonds, and wills and loans | 


e@ The Dallas Times Herald, in a| 
190-page Sunday edition Nov. 25, | 
marked its 75th anniversary with} 


RO. | 
® eon @ 


Get your FREE copy of 
detailed replies from 1556 
daily newspapers in the U. S. 


*Run-of-paper 


Lake Shore 


ELECTROTYPE CO. 
1224 W. VAN BUREN ST. ~ CHICAGO 7, ILL 


eeeeeeeeeeeeeeeeeeee 
NEW YORK . Reilly Electrotype Div 

DETROIT + Michigan Electrotype & Stereotype Div 

LOS ANGELES + Reilly Plastictype Div 

SAN FRANCISCO + American Electrotype Div. 
INDIANAPOLIS + Advance Independent Electrotype Div 
ELKHART + Advance Independent Electrotype Div 

NEW HAVEN + New Haven Electrotype Div 


| from 


|}@ The St 


Advertising Age, 


December 17, 1951 


THE GANG'S ALL HERE—Connie Russell, vocolist of NBC's Dial-sponsored Dave 


Gorroway radio show, lends glamor to 


mole gathering of agency and sponsor 


representatives. Left to right ore: J. W. Cameron, account executive, Foote, Cone & 
Belding; Dave Garroway; Miss Russell; J. R. Herd, soles manager of Armour & Co.'s 


household soap division, show 


sponsor; 


R. E. Whiting, 


odvertising manager, 


soap division; and Jock Haskell, show vocolist 


illustrating 
newspaper's 
staff. Copies 
sent to 100 
around the 


five tions 
every 
history, operation and 
of the edition were 
journalism = schools 


special set 
phase of the 


country 


e@ More than 170 Shell Oil Co. 
dealers and local office personnel 
of the company recently joined the 
staff of WAGE, Syracuse, N. Y., in 
celebrating the first anniversary of 
the company’s sponsorship of daily 
news broadcasts over the station 


@ The American Weekly has pub- 
lished of a survey on new 
supermarkets in southern Califor- 
nia, finds that “almost every 
one of these new southern Cali- 
fornia supermarkets has been lo- 
cated in the industrial-worker resi- 
dential neighborhoods—not in 
Beverly Hills, not in Pasadena, not 
in the so-called prestige areas.” 


results 


and 


Louis Globe-Democrat 
reports that it more Thanks- 
giving Day issues this year than 
other time in its 100-year 
The issue was the 
largest for that day (128 pages) 
and carried 11,881 more lines of 
advertising than in the 1950 edi- 
tion. 


sold 


at any 


history also 


e@ Look’'s average net paid circula- 
tion for the first nine months of 
the year advanced 1.9% to 3,238,- 


| 459, the magazine reports. News- 


stand sales for the period were up 
0.4% over the 1,269,955 average 
for the first nine months of 1950. 


e@ McCall's Pattern Book's Easter 
Parade fashion contest, to run 
Jan. 10 to April 12, marks 
the first time this national home- 


| sewing promotion has been based 


on a fashion approach rather than 
on sewing technique alone. Entry 
blanks will be available only at 
McCall's dealers or from the maga- 
zine 


e WCNX, Middletown, Conn., is 
running a contest, open to all who 
live, work or attend school there, 
designed to obtain a slogan to “sell 
Middletown.” 


@ Medical Economics has  pub- 
lished a file-size brochure pre- 
senting basic facts for medical ad- 


vertisers Patterned ‘fter the 
National Industrial Advertisers 
Assn.’s suggested outline, the book- 
let also includes a readership com- 
parison of national medical jour- 
nals 


Press, Sa- 
16th an- 


Evening 


observed its 


e@ When the 
vannah, Ga.., 


niversary Nov. 19, an editorial re- 
dedicated the paper to the task of 
providing its readers with the 
“very best home newspaper that 
application to the job and enter- 
prise can turn out.” 

e New promotion piece by Good 
Housekeeping illustrates how the 


monthly participated in merchan- 
dising promotions for Grand Union 
stores in the New York area 


@ Quick reports total average cir- 
culation for the nine months end- 


ing Sept. 30 of 1,104,104, an in- 
crease of 275% over the 865,969 
average for the same period in 


1950. The magazine states its news- 
stand average of 643,257 is up 
96,333, or 17.6% , as compared with 
the first nine months of last year 


e@ The December issue of Woman's 
Day topped all other 1951 issues in 
percentage gains, the magazine re- 
ports, with an increase of 60% in 
ad revenue and 44% in linage. For 
the entire year, the publication re- 
ports a new high in revenue of 
$9,378,598—a 31.4% increase in 
revenue and an 18.6% increase in 
linage 


‘New World Trade’ Moves 
New World Trade, published by 
New World Trade Corp., New 
York, has moved its offices to 286 


Fifth Ave., New York. Also, due 
to advance reservations for in- 
creased advertising space, the 


magazine has enlarged its format 
to full newspaper-page size and 
moved its publication date from 
the 15th to the first of the month, 
beginning with the January issue 


Mullen Is Elected 


Malcolm L. Mullen, who joined 
Hicks & Greist, New York, in 1948, 
has been elected assistant treasurer 
of the agency. Mr. Mullen was pre- 
viously a member of the account- 
ing staff of Lybrand, Ross Brothers 
& Montgomery, certified public 
accountant 


It’s "TOPS" in its trade 


woe 


HAIR 


rl 
i Specialized TRADE PUBLICATIONS 
1170 Broadway,N.Y.1, = 


LUGGAGE & 
LEATHER GOODS 


The only trade 
magazine serving the 
luggage and personal 
leather goods field. 


@® 


MU 3-8700 
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New Sears Car Raises 
Vital Policy Issues 


(Continued from Page 1) 
nouncement, which said that the 
17 cities would be located in the 
South and Southwest, Sears has 
added two markets, making a total 
of 19 cities. 

On the vital second question— 
of whether Sears will seek the lo- 
cal or retail rate for its ad copy 
boosting the Allstate car—AA has 
gathered the following informa- 
tion: 

To date, Sears has not formally 
requested the local rate from any 
newspaper—among those checked 

To date, Sears has not offered 
copy on the car to any newspaper, 
as nearly as AA could determine. 

Spokesmen for Sears insist that 
the new car will be introduced 
some time before Christmas. 


8 Sears officials consider the new 
Allstate car just another item in 
the line and plan to handle mer- 
chandising and promotion for the 
car as they would handle promo- 
tion for any other consumer prod- 
uct. 

Local store managers, according 
to Sears spokesmen here, will have 
full authority for promoting the 
ear and will have individual re- 
sponsibility for all decisions, in- 
cluding the question of the rate 

On the all-important third ques- 
tion—of whether the newspapers 
would accepi Sears’ auto copy at 
the local rate if it were requested 
—AA has learned that: 


® With two definite exceptions and 
an additional three or four pos- 
sible exceptions, no newspaper in 
the markets listed plans to run 
Sears copy except at the automo- 
tive (or national) rate 

Individual newspapers are jeal- 
ously guarding their right to make 
individual decisions if and when 
Sears ad copy on the Allstate auto 
should be offered to them at the 
local rate. 

In reality, Sears has made no 
move beyond announcing that it 


will market the Allstate car in 
17 (now 19) markets. Ne edicts 


have been issued by either side 
Almost all discussions have taken 


place quietly. Relationships be- 
tween Sears and newspaper ad- 
men are amicable. In addition, 


when the problem of advertising 
the new Allstate car does arise 
in a given market, it will be set- 
tled individually by the local 
Sears store managers and local 
newspaper advertising executives. 


8 Several years ago, Crosley Mo- 
tors decided to sell its midget cars 
through Macy's and Gimbel’s in 
New York on a test basis. AA 
learned in Cincinnati that one se- 
ries of newspaper ads was run 
on a co-op basis and at the local 
rate, because of the tie-up with 
Gimbel’s. 

Sales started out well but then 
declined and Crosley finally dis- 
carded this method of selling its 
cars. The entire test was handled 
through Crosley’s New York sales 
office, by-passing the Ralph H. 
Jones Co., Cincinnati, which han- 
dles the company’s advertising 

The present situation regarding 
the new car also recalls shift of 
tire ads from the general to the 
local rate. The introduction of the 
Sears Allstate tire is credited by 
some admen with primary re- 
sponsibility for the shift. About 
25 or 30 years ago, almost all tire 
copy ran at the general rate. With- 
in a few years after Sears brought 
out its Allstate tire, most of the 
tire advertising was running at 
the local rate—as it does today. 
Opening of retail outlets by major 
tire producers was, of course, an 
important factor in the shift 

In the tire situation, some news- 


papers originally handled tire ad- 
vertising appearing as part of re- 
tail copy by adding up the lines 
devoted to the tire, subtracting 
the total from the retail linage, 
and billing it at the general rate 


@ Several newspapers reached by 
AA this week implied that if and 
when they are offered copy boost- 
ing Allstate autos, they would bill 
the portion of a retail ad which 
was devoted to the car at the 
automotive (or national) rate. 
Although most of the papers, in 
the markets listed above, plan to 
charge Sears the national rate for 
Allstate copy, there are two def- 
inite exceptions—the Dallas News 
and the Dallas Times Herald. 
Since the war, both Dallas pa- 
pers have followed a policy of ac- 
cepting advertising from local auto 
dealers at local ad rates. The pol- 
icy was based on a rate definition 
which considered general or na- 
tional advertising as that promot- 
ing merchandise or services not 
sold directly to consumers from a 
fixed regular location in Dallas. 
The local or retail rate was ap- 
plied to all advertising promoting 
merchandise or services sold to 
consumers from a fixed location 
in the city 
The philosophy behind this def- 
inition—as paraphrased—emerged 
during the war as a direct result 
of problems presented by the war 


® Dealers who had no cars to sell 
during the war turned to acces- 
sories, tires and batteries as a 
source of income. The newspapers 
in Dallas felt that such dealers 
should be encouraged in their ef- 
forts to become merchants and to 
learn to sell TBA items and me- 
chanical services 

As dealers increased such sales, 
and profits rose, they brought sta- 
bility to their market and, the 
newspapers believe, created retail 
advertising that had not previously 
existed. 

Eventually. when again 
were available, the newspapers 
treated dealers as local merchants, 
whether they advertised cars or 
parts or service. The practice has 
continued into the present and, as 
a result, Sears’ three stores in Dal- 
las will be able to advertise All- 
state cars through newspapers on 
the same basis as any department 
store selling appliances, furniture 
and other consumer goods 


cars 


@ Newspapers in other cities de- 
fine national and local rates in 
many different ways. To some, for 
example, the national rate applies 
to products sold by an exclusive, 
franchised dealer, while the local 
rate applies to a dealer handling 
two or more competing lines. 

But whatever the definition, pa- 
pers in the markets selected by 
Sears probably will have to make 
their decisions on the rate for the 
Allstate car within a week—and 
possibly within a day or two 


Miller Joins Conover-Mast 

Cornwall Miller, formerly sales 
manager of Pratt & Whitney, Hart- 
ford, Conn., has joined the staff 
of Conover-Mast Publications, New 
York, as advertising representa- 
tive in the Connecticut territory. 
AA erroneously reported Der. 3 
that Mr. Miller had been sales pro- 
motion manager of Conover-Mast 
Publications and had been pro- 
moted to Connecticut representa- 
tive. 


Stanfield Adds Buckley 


W. K. Buckley Ltd., Toronto, 
manufacturer of proprietary medi- 
cines, has appointed the Toronto 
office of Harold F. Stanfield Ltd 
to direct its advertising, effective 
Dec. 15. Grant Advertising of 
Canada is the current agency 


k 

fom com anul Chrwtmas, most ot us will hurry about uch s shoppung lst wn one hand and « 
checkbook un the other Cl Chrwemas Eve, well agheen the last besutihul ved bow on the inst big white 
package and ruck « carefully beneach the cree Terre he Chemamas carols on celevason, glowing ember 


the fireplace, and everyching (pit he just tune 


Bur some other Atpercans will have sampler castes ches year Por chem one Chrsemas wih cre 


wends all others 


We want to help make thar wish come crue Thats why we're goung to close ow store Thuse 
dey berween || AM and 2 PM. while everyone on var ence salt grves s pun of his blood tor dw G Ls 


we Korea 


Mi we hurry perhaps cur gift will reat sumeune sear Meartbrenh Rudge m cme for Chrwumes 


Movie ot Ul hulfel) tov greaces: wish 


Why dont YOU pan ust 


PlainOld PEAR 


past bevng alvee toe thes Chewmas snd many more to come 


SON'S Liguor Annex 


2436 WISCONSIN AVENUE, N W 


THE CHRISTMAS SPIRIT Pearson's, a Washington store, ran this ad in the Wash 

ington Post on Dec. 4 announcing that the store would be closed for two hours thot 

day becouse employes were donating o pint of blood for the G.l.s. Admasters Ad 
vertising, Washington, prepared the od 


S.S.S.Co., Going Strong After 125 Years, 
Names Tucker Wayne to Handle Its Account 


(Continued from Page 1) 
which seeks to verify everything 
that is claimed for the product in 
its ads. The company steers clear 
of exaggerated claims and has de- 
cided to ban testimonials from its 
advertising in 1952 

(S.S.S. is the trademark and has 
no special meaning.) 

Radio will get an increasing per- 
centage of the advertising appro- 
priation in 1952, Mr. Swift said, 
although newspaper ads will con- 
tinue to constitute the backbone 
of the campaign. 

The 1952 newspaper schedule 
calls for ads in approximately 300 
newspapers throughout the coun- 
try, with the greatest concentration 
in the southern dailies. About 10% 
of the papers to be used will be 
weeklies carrying ads that vary in 
size from 12” to 44”. The promo- 
tion will be the heaviest in March 
and April, the best selling months 
for tonics. 


® The copy theme of the campaign 


will be “Proved ability of SSS 
to build blood and to aid diges- 


tion,” and will feature photographs 
and straight selling copy. Unlike 
previous years, the company will 
not use testimonials in the ads. The 
company uses no gimmicks or give- 
aways in its promotion of S.S.S 
S.S.S will use a number of large 
high-powered stations backed up 
by a few smaller ones capable vf 


covering areas not reached by big 
stations. Transcribed spots, filled 
with hard selling copy, will be 


used in stations covering the East- 
ern Seaboard and as far west as 
Illinois and Texas 

The company has sold more than 
70,000,000 bottles of the product 
which dates back to 1826—and it is 
continuing to show sales gains 
Company officials say one of the 
greatest boons to the business is 
the lengthening life span of the 


nation’s population. They claim 
the need for tonics increases with 
age 


® The formula for the tonic came 
originally from the Creek Indians 
of Georgia, who told it to Capt 
N. L. Denard, of Perry, Ga. The 
tonic was first made on a planta- 
tion near there. Following the Civil 
War, the formula passed to Col 
Charles T. Swift, of Perry, who 
later moved to Atlanta, where 
S.S.S. has been manufactured ever 
since 

Manufacturing 
not a 
done three or four times a vear, 
and the product is stored in large 
tanks that can accommodate a re- 
serve supply of more than 150,000 
gallons. Since the base of SSS 
is a special kind of bush root, it 
was pointed out that 40 to 50 root 
diggers are kept busy in Georgia 
and Alabama. It is estimated that 
manufacture of the tonic requires 
about 200,000 pounds of fresh roots 
annually. 

Lamar Swift and Henry J. Lamar 
IV, v.p., are direct descendants of 
men who participated in the early 
production of the tonic 


EMMA G. ROGERS 

Curcaco, Dec. 13—-Emma Ger- 
trude Rogers, 59, for the past three 
years director of station relations 
of Keystone Broadcasting System, 
died today at her home here 

Mrs. Rogers at one time was 
secretary to the publisher of the 
Los Angeles Evening Herald. Sur- 
vivors include her husband, Nay- 
lor Rogers, who is executive v. p 
of Keystone, and a son, Robert, 
Salisbury, Md., public relations 
man 


and bottling is 


Buffalo Agency Bows 

Darcy Hilts has organized Hilts 
Advertising Service at 2491 Dela- 
ware Ave., Buffalo 


continuous operation. It is| 


85 


Army Recruiting 
Ads Okayed, But 
on Limited Scale 


(Continued from Page 1) 
tion, defense officials immediate], 
stopped campaigns which were 
under way and ordered an investi- 
gation to determine whether the 
remaining $700,000 of 1951 funds 
should be “frozen.” 


8 The decision of the ad hoc com- 
mittee on advertising, under di- 
rection of Fred Korth, assistant 
to the Secretary of the Army, spe- 
cified that the new advertising 
campaign should be confined to 
media which would attract techni- 
cians, specialists and women bs 

On this basis, officials are plan- 
ning to proceed immediately with 
the use of professional and other 
specialized publications. No deci- 
sion has been made as to whether 
general media can be used for the 
purposes specified by the commit- 
tee 

Meanwhile, the Defense Depart- 
ment is preparing to go before the 
Senate appropriations committee 
next month to request a modifica- 
tion of present restrictions which 
prevent the expenditure of 1952 
funds for recruiting ads 

The department is certain to ask 
that funds be released to continue 
the campaigns for specialists now 
getting under way. It also may agk 
clarification of restrictions on its 
right to use radio 

Recruiters believe that in mafly 
areas spot radio would be particu- 
larly helpful in reaching tech- 
nicians, but there appears to Be 
considerable doubt whether any 
radio can be used under existing 
law 


John Sweet Elected 
Executive V. P. 
of ‘U. S. News’ 


Wasuincton, Dec. 12—John H. 
Sweet has been elected executive 
v.p. and publishing director of 
U.S. News & World Report, it was 
announced today by David Lawe 
rence, editor and president of the 
publishing corporation 

During the last several years, 
Mr. Sweet has been active in the 
various departments of the busi- 
ness; he headed the circulation 
department and more recently the 
advertising, research and promo- 
tion departments. He was elected 
Vv. p. a year ago 

Mr. Sweet joined U. S. News & 
World Report in 1946, after serv- 
ice in the U. S. Navy during World 
War II. Before the war, he was 
v.p. of Dickie-Raymond Inc., in 
charge of their New York office, 
and before that v. p. of Poor's Pub- 
lishing Co., financial publishers 

He was formerly § circulation 
manager of Traffic World in Chi- 
cago, a past president of the Chi- 
cago Business Papers Assn., and 
v. p. of the Chicago Federated Ad- 
vertising Club 


RUSSELL FIRESTONE 

New York, Dec. 13—Russell 
A. Firestone, 50, second son of the 
late Harvey S. Firestone, and a di- 
rector, since 1932, of the Firestone 
Tire & Rubber Co., died yesterday 
at his home here after a long ill- 
ness 

Mr. Firestone was born in 
Akron, and after being graduated 
from Princeton University in 1924, 
joined his father’s company. In 
1932, the same year he was made 
a director, he became general man- 
ager of the company’s mechanical 
rubber goods division. In 1942 he 
was named general manager of 
the Nebraska Defense Corp., a 
Firestone subsidiary. The follow- 
ing year, he returned to Akron as 
assistant treasurer of the parent 
company * 
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his Week in Washington... 


HANDBAGS & 
ACCESSORIES 


The only publication in the 
field of coordinated old 
accessories merchandising, In 
Coast to coast ABC PAID a feu 


coverage. “The bible of City 


learn 
inept 


dogs won't 
incredibly 


weeks 


an 


ening freedom of the 
handbags, gloves and 
accessories buyers.” 


it’s “TOPS” in its trade 


1170 Broadway, N.Y.1, «© MU 3-8700 


by setting 
i'mittee to 


specia 


down 


up a 
track 


new 


20, President 


press, by 
suing an order authorizing govern- 
|ment agencies to “classify” 


subcom- 
instances 


Truman Shows He Learned a Lesson 


By STaniey E. CoHEen 
Washington Editor 
WASHINGTON, Dec. 13—Who says 
tricks? 
maneuver 
Tru- 
man got himself accused of threat- 


' where over-zealous officials may 
be suppressing legitimate informa- 
tion. 

This week, President Truman 
was faced with the job of issuing 
an order authorizing the Federal 


iS- 


infor- 


fier |mation linked with national se- 
¥y | curity 
Specialized TRADE PU BLI CATION S After the damage was done, the 


White House attempted to recoup 


Communications Commission to 
shut down radio and TV stations 
during air raids. This time the 


President took considerably better 
care of himself. 

Anticipating the possibility that 
FCC might be accused of “controll- 
ing” the stations, he hedged the 
grant of authority with the follow- 


national 


FOR SUCCESSFUL PROMOTION, advertisers of 
drugs and toiletries in the Washington, D. C. 
Metropolitan Market consistently do their major 
campaigning in Washington’s major marketplace— 
The Washington Star. National advertising of 
drugs and toiletries in The Star currently totals 
oy‘, of all such advertising in Washington's four 
dailies, and is 81.9%, ahead of the next local paper. 


51.46 of all local 


drug 


No Matter How You Look at it... 
No. 1 in the Nation’s Capital 


IT TAKES A RETAILER ty) squeeze the last drop out of 
your promotional dollar with his own local adver- 
tising. Aggressive D. C. 
their get-up-and-go — 


retailers — famous for 
consistently use The Star 
as the’y major selling medium. Drug store lineage 
in The Star, for the first 10 months of 1951, totaled 
advertising, 
121.3 ahead of the next local paper. 


and was 


The Washin Se 5 Renee atom tu: en seh eeeiien ton, 
Lexington Ave., NY¢ The John E. Lutz Ce Tribune 
Tower, Chicago Member Bureau Advertising 
Evening and Sunday Morning Editions ANPA Metropolitan Group. Audit Bureau of Circulation 
‘ f f 
THE EVENING STAR BROADCASTING COMPANY OWNS ANC OPERATES STATIONS WMAL WMAL.FM AND WMAL.TYV 


ing safeguards 

1. The commission is not to ex- 
ercise any authority with respect 
to the content of station programs. 

2. The commission is not au- 
thorized to take over and use sta- 
tions or move equipment from sta- 
tions. 

3. Plans to silence stations must 
be approved by the Secretary of 
Defense «nd the National Security 
Resources Board 

4. Stations must be permitted to 
resume operations “at the earliest 
possible time consistent with na- 
tional security.” 

2 + - 

It's going to take rapid 
litigating for the Supreme Court 
to get a decision on transit radio 
before next summer's recess. 

To speed final review of an ap- 
peals court decision outlawing 
transit radio on Washington buses 


some 


|and streetcars, the Supreme Court 


has turned a deaf ear to Cincin- 
nati, St. Louis and Kansas City 
stations which hoped to appear “as 
friends of the court” to argue in 
support of transit radio. 


The Washington case is tenta- 
tively set for argument before the 
court in March. 

s e . 


The Federal Communications 
Commission is doggedly sweeping 


|away procedural issues which 
might upset its Feb. 1 target date 
for “unfreezing’ TV. This week 


the commission refused oral hear- 
ings for a half-dozen would-be 
telecasters who had already been 
through competitive hearings when 
the freeze blocked station construc- 
tion three vears ago 

These applicants claimed the 
pre-freeze hearings gave them spe- 
cial rights which are being swept 
away result of the realloca- 
tion of TV channels now nearing 
completion. 

FCC said there does not appear 
to be any good reason why their 
problems can't presented in 
writing, instead time-con- 
suming hearing 

e e e 

Arrival of newspaper publisher 

Fred A. Seaton to replace the late 


asa 


be 
of a 


Sen. Kenneth Wherry has given 
the GOP Eisenhower faction a 
lift. In the past, Seaton, who is 
42, has been anti-Taft and pro- 


Stassen. Eisenhower forces are 
currently hopeful Stassen support 
will go to their man 
Most talked of Republican at the 
moment is Sen. Styles Bridges (R.., 
N. H.), ranking minority member 
of armed forces and appropriations 
committees. Sen. Bridges has been 
advanced as the logical successor 
to Sen. Wherry as minority whip 
e ° 7. 
Even congressional 
have trouble agreeing 
The Senate's preparedness com- 
mittee, successor to the old Tru- 
man committee, has complained 
that defense production is lagging 
But the joint committee on de- 
fense production has countered 
that defense mobilization chief 
Charles E. Wilson and defense pro- 
duction chief Manly Fleischmann 
have done outstanding jobs. 
Contending that it is perfectly 
normal to scale down schedules, 
the joint committee said “there 
is no need to be alarmed at un- 
confirmed reports of failures to 
maintain a minimum of national 
safety.” 


committees 


WANTED 


An experienced prefiled Catalog 
Salesman to represent an old line 
publisher in a well established 
market. Would operate out of 
Company's New York office cov- 
ering Eastern territory. Excellent 
salary plus liberal bonus assures 
top compensation. Here is a once 
in a lifetime opportunity for an 
experienced prefiled catalog sales- 
man. Expenses paid, car furnished 
All replies strictly confidential. 
Revly Box 8043, ADVERTISING 
AGE, 11 E. 47th St.. New York 
4 & A 
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GOLDEN ANNIVERSARY—At the golden anniversary of the Cleveland Advertising 


Club, Clyde E. Horton (left), charter member of the club; Horace C. Trehorne, execu 

tive secretary, and Wilmer H. Cordes (right), general staff manager of American 

Steel and Wire Co., and president of the club, hold the steel time capsule sealed 
with 1951 mementoes, which will be opened in 2001 A. D 


San Diego's KFMB-TV Retains Right 
to Control Sponsor's News Content 


(Continued from Page 2) 


your name and the name of San 


sion station.” To which Mr. Ken- Diego Federal in that broadcast, 
nedy said he replied and I will not take orders from 
“I'm responsible to the FCC any advertising agency.” 
and I intend to exercise that re- Mr. May told the committee he 
sponsibility.” based his decision not to use 
names on strictly a news basis, 
@ The committee took no action that he did not have broadcast 
after hearing the testimony, but time to use all of the names and 
Chairman Teague announced that affiliations, and hence did not 
before he left Washington he had plan to use any. 
been told that “a Mr. Hegg had 
: ; | 
played a big part in keeping de- Sunset Line Names Agency 
tails of this thing out of the news- Sunset Line & Twine Co.. Peta- 


papers.” 
Mr. Teague asked Mr. Hegg 
directly if he had ever threatened 


luma, Cal., manufacturer of fish- 
ing lines, has appointed Conner, | 
Jackson, Walker & McClure, San 


newspapers with cancelation of Francisco, to handle its advertis- | 
advertising to keep the story out '"& Outdoor magazines and sport- 


ing goods dealer publications will 
be scheduled. Brisacher, Wheeler 
& Staff, San Francisco, previously 
had the account. 


of the newspapers 

“So help me, God, I have never 
exerted any such influence,” Mr 
Hegg replied 

Earlier, Mr. Hegg testified that 
Mr. May, his announcer, had told 
Mr. Kennedy he would not use 
the name of San Diego Federal in 
connection with the news broad- 
cast of the GI loan probe because 
he was under instructions from 
Barnes Chase Co. not to do so 

Mr. Hegg said that Mr. Ken- 
nedy told him, “I want to mention 


Bendix TV Names Sacks 


Herman S. Sacks, formerly with 
Hudson-Ross, Chicago chain of 
retail stores specializing in TV, 
radio and phonograph record} 
sales, has been appointed to the} 
newly created post of assistant | 
general sales manager of Bendix | 
television broadcast receiver di- 
vision of Bendix Aviation Corp., | 
Baltimore | 


| observed 


| during the telecasts 


Oregon Assn. Plans Contest 
The Oregon Coast Assn., Tilla- 
mook, Ore., a group of local busi- 
ness men who advertise coopera- 
tively and publicize the southern 
Oregon coast, is planning a slogan 
contest as part of its 1952 cam- 
paign. The association, which ad- 
vertised in Sunset Magazine and 
Washington newspapers last year, 


Seattle’s KING-TV 


Airs Crime Hearings 
Tacoma, WasH., Dec. 11—The 
triumph of television in the East 
during the Kefauver crime hear- 
ings was duplicated here 
week at hearings by the 
ture’s crime committee 


last 
legisla- 


as tf) se Ss aavertis ‘4 

The week-long hearings brought | A A A. tae 

testimony from, among others, a) portion of its budget in the past 

one-time proprietor of a house of has been spent on promotional 

prostitution who paid for “pro-| folders describing the area. Mac 

tection,” and from the widow of| Wilkins, Cole & Weber, Portland, 
a man who lost $5,000 in three! is the agency. 


days’ gambling and then took his 
own life 

The crime hearings were tele- 
vised by KING-TV, Seattle, only 
television outlet in the Pacific 
Northwest. Lee Shulman, heading 
the television operations here, re- 


Remington Boosts Evans 

Gail Evans, manager of the ad- 
vertising and shooting promotion 
division, has been promoted to 
commercial sales division manager 
of Remington Arms Co., Bridge- 
port, Conn. 


ported that the hearings com- | 

manded the biggest audience since | Sutter Named Sales V. P. 
television came to the Pacific! Otto H. Sutter, formerly sales 
Northwest. He estimated this at | manager of Vicicam Pictures Corp., 


450,000, based on 140,000 TV sets 
in the state and an average of 
three to five persons watching 
each screen 


has been appointed v. p. in charge 
of sales of Seaboard Studios Inc., 
New York. 


® Midway through the hearings, 
Tacoma public safety commission- 
er James T. Kerr, whose admin- 
istration had come under sharp 
fire, demanded and got the same 
opportunity to testify before the 
TV camera and microphone as his 
critics had enjoyed 

At the same time, the commit- 
tee chairman, State Senator Al- 
bert D. Roselini, excluded young- 
sters under 18 from the commit- 
tee hearing room and appealed to 
parents to keep their children 
away from television screens. At 
the time of the announcement he} 
that the hearings “are! 
apt to become pretty lurid today.” 

Department stores and other re- 
tail outlets were all but 


) yy 
a 


tim, 


deserted 


ARKANSAS 
One depart- 


HALF - MILLION 


ment store manager moaned that There are nearly © h market com 
he had never seen the store so people in the Fort a 
quiet with less than four weeks posed hy per Oklahoma 
remaining to Christmas. He added ties and e ner vs from the OUT 

“Women shoppers are all home counties. s, published 


SIDE is nil — ovr aor’ , 
ning, evening on 
ton the inside ond penetr 


watching their television sets or 
running to their neighbors to see 
what's going to happen next.” 


ote the 


entire oreo 


35048 ABC 
® The telecast itself was a mile- rican 
stone for KING-TV. Its point of Southwest Amer reRD 
telecast at Seattle is 30 miles from FORT SMITH 


Tacoma, and the crime hearings 
were the first telecast KING-TV 
has tried from this distance. Six 
weeks of preparation went into 
the telecasts 

Because of high ground between 


Southwest Cimes 


Tacoma and Seattle. the telecast onanon Zone '5 
signal was carried from a portable The Bartlesville ty 200,000 peo 
transmitter on the Tacoma armory, ompo' of pew J buying income 
site of the hearings, to Squak » ee Oklahoma sec 
Mountain in the foothills of the se | sagem 

Cascade mountains northeast of any g809 ABC 


Tacoma. From there the signal was 


directed to KING’s transmitter on 
Queen Anne Hill in Seattle. By 
this route, the distance is about 70 
miles from Tacoma to Seattle 


Appoints Robertson Agency 
Liberty Federal] Savings & Loan 


The Okmulgee Tr 


le. in 
|Assn., Chicago, has appointed sed of over 250,000 omg to 
U si Poi ¢.S , Robertson & Buckley, Chicago, as yore oil and epee * sot 
csi ns . aa AS y at oint-of-Sale! its agency. Newspapers and direct i. o morket of fo 
rue D-VER-TIS-ER. Inc... Fort WAavNeE. INDIANA’ mail will be used. ro money. 
s 
nae = 7008 ABC 
i 
thing — . L t a Yi s 
pqves 10 © panee “yr did YOU eo use REPLY 0 etter DA y- TIME 
evar” *” loce- 
Med everyting in OS wicker mode 
bo ’ 


slip-o¥ 

in on omen oF Akin SHIRT tor tes! 

penci’, why te* s 

That's one TOSI" 'yeTTER increor® 
es thot ts. Example 


of a series of people YOU 
have on Your Mailing List. 


m 
Send tor so 
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COMICS 
IN A PACKAGE 


Many National Ad- 
vertisers have al- 
ready discovered the 
pulling-power and 
low cost of our 3-way 
“Comic Section” buy. 
Ask our Rep! 


wre? REPLY-O 


PRODUCTS COMPANY 
150 WEST 22nd ST, NEW YORK 11 
Soles Offices 
BOSTON — CHICAGO — CLEVELAND 
DETROIT — TORONTO | 


YOU TELL ‘EM.. 
WE SELL ‘EM! 


YOU RUW THE ADS... 
and WE SELL ‘EM 
with TIE-INS! 


Simple Formula — you place the 
advertising—we beat the bushes 


and get the tie-ins. Does it work? 
Well, you just oughta’ check with 
the folks who ore using this form- 
ulo now. Write us, we'll give you 
some success stories! 


ONE ORDER — ONE BILLING 


You not only get best results in 
these markets by using the 
Home-town papers — but look 
how easy they are to buy! 
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Bissell to King Productions 

John B. Bissell has resigned as 
v. p. and account executive of Ben- 
ton & Bowles, New York, effec- 
tive Dec. 31, to become chairman 
of the board of Charles King Ra- 
dio Productions, New York 


. 


Carl Reimers Names Finlay 


Robert M. Finlay, formerly as- 
4 sistant production manager of 
Carl Reimers Co., New York, has 


been appointed production mana- 
ger of the agency 
Kune 


- 4 
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FIGURE } 


THE REPRODUCTION 
: COST OF BOTH THESE 
DRAWINGS IS 


a 
oe 
a EXACTLY THE SAME! 


Cost-wise, the addition of tone 
does not result in increased 
reproduction cost when art is 
os prepared on Craftint Double- 
tone paper. Finished Double- 
tone art, although containing 
two distinct and mechanical- 
ly perfect shading tones, sull 
reproduces as straight line 
work This means an 
; appreciable savings in en- 
graving costs and cleaner, 
sharper illustrations. 


| CRAFIINT 


DOUBLETONE 
DRAWING PAPERS. 


is a patented drawing paper 
containing two separate tones 
or patterns invisibly processed 
into the paper itself. The 
artist “brings up” these tones 
instantly with a quick flick 
of the brush. Doubletone art 
is both economical and dif- 
ferent, and is quicker to do 
than an ordinary wash draw- 
ing. See Figure 2. 

Write today for Pattern Chart and 

further information ubletone is 


sold at your local art supply 
er or wect 


THE CRAFTINT MANUFACTURING CO. 


1227 East 152nd Street © Cleveland 10. Ohio 


< 


Hofstra‘s Chappell Settles Few Points 
in Study of Radio Rating Services 


(Continued from Page 1) 

the recommendation stage 

The Chappell report is broken 
down into four parts: comparison 
of Nielsen radio ratings with U.S 
Hooperatings; comparison of ros- 
ter radio (Pulse) with coincidental 
ratings (Hooper); compari- 
son of duplex coincidental (Hoop- 
with radio-TV_ coincidental 
(Hooper); comparison of duplex 
coincidental (Hooper) with ros- 
ter (Pulse) on TV ratings 


radio 


;@ At the outset, Dr. Chappell offers 
a word of caution: “The data ana- 
lvzed here have been collected 
during the regular operation of 
iifferent rating services. None are 
[sic] the products of controlled 

}experiments. In such it is 

} not possible to state that one con- 
dition another. Rather, it 

| is possible only rela- 

| tions, to formulate hypotheses, and 
|}to suggest ways of testing them.” 
| After a comparison of Nielsen 

Audimeter ratings and U. S. Hoop- 
eratings (telephone coincidental 
supplemented by diaries) for Octo- 

and November, 1949, he stated: 

“There good general agree- 
ment between Nielsen radio ratings 
jand U. S, Hooperatings (this na- 
tional Hooper service is no longer 
available) 

“Analysis by rating size shows 
relatively small, but inter- 
esting variable differences between 
them which may point to a way of 
increasing the accuracy with which 
Nielsen ratings reflect listening.” 


cases, 


causes 
to discover 


ber 


is 


some 


® At this point Dr 
a question as to the 
which constitutes listening, and 
suggested a “very simple way of 
enabling the physical method—the 
Audimeter—to yield an even more 
reliable measure of the psychologi- 
behavior of than it 


Chappel! raised 
length of time 


cal listening 


does at present. 

“The coincidental 
continuously over any 
The rating an average 
time period. It is based on 
collected 

“The Audimeter 
average tuning and of total homes tuning 
in. In the computation of the Nieleen 
ratings, some of the data collected are 
excluded. As the writer understands it, 
the Nielsen company makes the assump- 
tion that tuning of less than one minute's 
duration does not represent listening while 


method gathers data 
given time period 
for the given 
all of the data 


is 


tuning of one minute or more does. It 
seems highly probable that some short 
duration of tuning must be assumed to 
represent no listening. But is one minute 
the correct figure to assume in order 
to yield an optimal relation between tun- 
ing and listening” 


The analyst said this point might 
be explored further by comparing 
coincidental data on specific pro- 
grams in the same cities with Au- 
dimeter findings 


8 “In one set [of calculations] all 
tuning of less than 1‘ minutes 
might be excluded. In a second set, 
tuning up to two minutes; in ¢ 
third, up to 2% minutes might be 
excluded. If a different variable 
relation were found between the 
coincidental and each of the sets 


of Audimeter ratings, the exact 
optimal relation could be estab- 
lished by further trial compari- 
sons,” he said. 


In network comparisons it was 
noted that “ABC obtained |[eve- 
ning] Nielsen ratings slightly high- 


er relative to U. S. Hooperatings 
than the other two networks. In 
the daytime, CBS was higher.” 

Speculating as to the reason, he 
continued: 

The sample of either service could 
be at fault, for neither service uses a 
sample of known probability. First, the 
Hooper diary sample may be so distrib- 
uted as to underestimate ABC in the eve- 
ning and CBS in the daytime. Second, 
Nielsen's sample ma favor ABC in the 
evening and CBS in the daytime. The 
writer has no way of knowing which, if 
either, condition prevails. If any variable 
difference is attributable to samples, this 


$300 MILLION 


REFINING 
CENTER 


A new $10 million oil refinery and expansion 


| of others add up to $300 millions invested in 


Corpus Christi refineries to process petroleum 


from South Texas oil fields. 


It's another boost for a zooming 


market. Write today for new 


standard data folder. 


CORPUS CHRISTI, TEXAS 


CIRCULATION OVER kA aaa ABC 


TEXAS QUALITY NEWSPAPER NETWORK, tl Chicago, New Yerk 


| 
vields ratings of both 


Advertising Age, December 17, 


1951 


| 


J 


OPENING NIGHT—Among those on hand in New York for the reception which 
followed the premiere of “The Name's the Same” on ABC-TV recently (left to right): 


Mrs. Frank J. Ryan; Parker H. Ericksen, director of sales, 


Bendix home appliances 


division, Avco Mfg. Corp.; Mrs. Ericksen; emcee Robert Q. Lewis, and Frank J. Ryan, 
director of advertising for Bendix. Bendix and C. A. Swanson & Sons sponsor the 
show on alternate weeks. 


may be eliminated readily enough by 
using samples of known probability. Use 
of a pre-listed sample of adequate size 
would make certain that the samples are 
not biased unwittingly for or against any 
network.’ 


® The most lengthy section of the 
Chappell report is devoted to a 
comparison of Hooper and Pulse 
(though the latter is referred to 
throughout merely as roster) find- 
ings. Covered in detail: February 
and March radio reports for New 
York; Pulse ratings, September, 
1950, through February, 1951, vs. 
Hooper ratings, October, 1950, 
through February, 1951, for Chi- 
cago; Hooper vs. Pulse, January 
through April, 1950, for San Fran- 
cisco-Oakland 

In general, the mean station rat- 
ings in all cities were higher on 
the roster measurement than on 
the coincidental report. For the 
most part, the variance was great- 
er for independent and less power- 
ful stations than for ‘major net- 
work outlets. In Chicago, for ex- 
ample, the mean roster ratings for 
non-network stations WCFL and 
WIND were twice as large as their 
mean coincidentals 

In San Francisco-Oakland, 
the evening, “the 146 time periods 
which obtained: coincidental rat- 
ings of 0.0-0.4 obtain a mean roster 
rating about eight times as large 
as their mean coincidental] ratings.” 


in 


@ Dr. Chappell emphasized that 
such variables as difference in au- 
dience size characteristic measured 
(total audience vs. average au- 
dience), difference in dates cov- 
ered in reports, in the sample, i 
the time of day when data are col- 
lected and in the psychological 
processes involved in eliciting the 
respondent's reports, were not 
“eliminated or controlled in the 
| data used.” 

| Asa result, hes 
cally necessary conclusions may 
be drawn” from the roster-coinci- 
dental comparisons, but “rather the 
attempt to understand the observed 
| differences must take the form of 
| developing possible hypotheses, 
}examining their adequacy in the 
| light of what is known, rejecting 
those which are clearly inadequate, 
retaining those which seem prom- 
ising and suggesting means of test- 


aid no “scientifi- 


ing them expermentally.” 


® Among the hypotheses offered 
(and rejected): 

1. The difference results from 
the use of a sample of telephone 
homes in the coincidental and a 
sample of total homes in the roster 
study. Dr. Chappell’s finding: vari- 
able differeices were quite as great 
in San Francisco-Oakland—high 
telephone ownership—as they were 
in Chicago—average telephone 
ownership-——and New York—rela- 
tively low telephone ownership for 
big cities. 

2. The differences result from 
differences in the geographic areas 
covered. Dr. Chappell’s finding: 

“The roster 


sample covers a_ larger 


area than does the coincidental sample 
in these three cities. The more powerful 
Stations tend to cover wide areas better 
than less powerful stations. It might 
be expected on this basis that roster 
ratings for the more powerful stations 
would be, re‘ative to their coincidental 
ratings, higher than those for less power- 
ful stations. The analysis shows the re- 
verse to be true in all three cities. A 
powerful station may get mean roster 
ratings little if any larger than its mean 
coincidental ratings, while the mean roster 


ratings for less powerful stations may be 
five to eight times as great as their 
mean coincidental ratings.” 


As to the roster method he con- 
cludes: 

“Because of the 
the ‘not-at-home-now 
then’ the roster 
vary, independent of 
time period to time 
represents no definite and fixed popula- 
tion. Even if interviewers were sent to 
specific addresses selected mathematically, 
these two sources of variable bias would 
still operate to produce within the roster 
findings themselves variation from time 
period to time period 

“It must be concluded from these facts 
that the roster sample cannot vield ratings 
equally accurate for all time periods.” 


inability 
and 


to control 
not-at-home- 
sample which 
each other, from 
period, the sample 


biases in 


GE Boosts ’S. Vernon Travis 
The apparatus sales division of 
General Electric Co., Schenectady, 
has promoted S. Vernon Travis, 
assistant general sales manager, 
to manager of the newly estab- 
lished sales standards section. 


/CENTRAL PRESS, INC 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 


one or more colors 


714 S. Adams St., Marion, Indiana 


It’s “TOPS” in its trade 


HAI RE Specialized TRADE PUBLICATIONS 


1170 Broadway, N.Y'1, « 


COSMETICS & 
TOILETRIES 


The business magazine 
of action ...advance news 
on merchandising, 
marketing and promotion 
... to boost volume 

at the point of sale! 


MU 3-8700 
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Roslow Pens Hot Rebuttal to Chappell 


New York, Dec. 14—Dr. Sydney 
Roslow, director of Pulse Inc., has 
mailed to his subscribers a point- 
by-point rebuttal to the Chappell 
report, charging that “half re- 
search is worse than no research.” 

Dr. Roslow proposed considera- 
tion on the following points: 

“THE CORRELATION WITH NIEL- 
SEN’s Data: Our competitor 
(Hooper) has presented correla- 
tions of U. S. Hooperatings with 
Nielsen national radio ratings. 
These are high; they are .87 for 
daytime ratings and .95 for night- 
time ratings. ‘This means that the 
two methods agree closely in the 
relative positions they assign to 
programs from high to low pro- 
grams.’ Then, you are led to be- 
lieve that this establishes our com- 
petitor’s ratings in all cases to be 
correct. Thus, later on in the Chap- 
pell report when Pulse and the so- 
called telephone coincidental meth- 
od disagree !ocally, the latter is as- 
sumed ccrrect. 


“Why was not such an analysis 
made comparing U. S. Hooperat- 
ings with NRI? Would the .95 and 
87 correlations be considerably re- 
duced? 


® “In other words, if Pulse ratings 
and telephone coincidentals for the 
same programs were correlated, the 
degree of agreement between the 
two measures could be very high 
if all programs are included in the 
analysis. That is, programs with 
high Hooperatings have high Pulse 
ratings and programs with low 
Hooperatings have low Pulse rat- 
ings. But, take only programs with 
low Hooperatings between 0.0 and 
0.9. Compare these with Pulse rat- 
ings which will also be low. How- 
ever, no correlation can be dem- 
onstrated because we are here 
dealing with all !ow ratings be- 
tween 0.0 and 0.9 and the differ- 
ence between an 0.2 and an 0.5 as 
an example is not reliable 

“The foreshortened range de- 
scribed above is one answer. The 
other answer is the unreliability 
of these low ratings obtained by 
the so-called telephone coinciden- 
tal system. These telephone coin- 
issued locally by our competitor.) cjdental ratings are so unreliable— 
The U. S. Hooperatings were based | based on insufficient samples and 
on about 50% diary returns and} jnadequate samples—that they 
50% telephone coincidentals. The} could hardly be expected to corre- 
present system employed by our) ate with anything at all. For ex- 
competitor is over 50% unaided) ample, in San Francisco the base 
telephone recall—a system long ag0| for daytime midweek Hooperatings 
abandoned by the broadcasting in- | per quarter-hour is 750 and night- 
dustry with our competitor help- 
ing to make this decision. 

“The data employed in these 
correlations are the national ratings 
of network programs. They are not 
based on the ratings of all the sta- 
tions, large and small, in a local 
market. 

“It will, no doubt, surprise our 
competitor that Pulse multi-mar- 
ket radio ratings of network pro- 


s “Half research is worse than no 
research. The national U. S. Hoop- 
eratings used in the correlation are 
not the same kind of ratings now 


time quarter-hours about 250, com- 
pared, respectively, with 1,000 and 
400 for Pulse. 


@ “Purse Sampie Desicn: The 
Chappell report tries to create the 
impression that Pulse employs 
quota system sampling and that the 
so-called telephone coincidental 
system employs probability samp- 
ling. Had Dr. Chappell bothered to 


grams also correlate high with read the explanation of the Pulse 
NRI (March-April, 1951). Com- sampling method in the Pulse re- 
pars: Hooper- | POrts ‘borrowed’ for his study, he 
stat would know that Pulse is using 

Pulse vs. NRI- vs. NRI| probAbility sampling-cluster de- 

—, 87| sign. But, apparently this was too 


thet the Pulse| much trouble. 
multi-market radio is not a na- 
tional in the sense that the NRI 
is and should not be expected to 
correlate so well.) 


“(Remember 


}@ “Is the telephone sample a true 
probability sample? This requires 
that every telephone family has an 

| equal chance of being interviewed. 

| “No—when there are unlisted 

@ “We are not saying here that! 
the Nielsen ratings are correct and | 
to be accepted as the gospel. What 

does this correlation mean? It 
means only that there is agreement 
in rank order of program ratings 

Why did not the Chappell report 
show how far apart the actual U.S. 
Hooperatings and NRI ratings are? 
Is it because there is a wide gulf 
in actual size between them? 

“Chappell does say on Page 9 of 
the summary of his report that 
total audience sizes vary from 25% 
greater than the average audience 
for high rating programs to 70% 
reater for low rating programs as 
helenae data seem ~ indicate. | U. S. Rubber Promotes 
In other words, are the U.S. Hoop-| Gilbert to Ad Manager 
eratings and Nielsen national ra-| Carlton H. Gilbert, advertising 
dio ratings so far apart that the manager of the footwear division, 
actual rating sizes were not re- has been promoted to the newly 
ported? created position 

“SO-CALLED COINCIDENTALS VS. 4 ert a 
Putse: In the Chappell report, cor- athed  Uhnbne 
relations were obtained between Rubber Co.. New 
Pulse ratings and the so-called York, effective 
coincidentals for three markets. Feb. 15. 

“The low correlations presented Mr. Gilbert be- 
are obtained by a cute statistical gan his advertis- 
trick. Instead of computing one ing — in 1927 
coefficient to cover the complete a de ge mma 
range of ratings from 0.0 up to New York agen- 
the highest, the range has been di- cy, after having 
vided into three categories and graduated from 
correlation coefficients computed Dartmouth College. He remained 
within each range. Every eiemen- 
tary statistical student knows that 


there until 1934 when he joined 
the sales promotion department of 

within a partial range, minimum United States Rubber Co.’s foot- 

correlation will be found com- 

pared to the maximum correla- 


wear division. In 1939 he was pro- 
moted to sales promotion mana- 
tion when the complete range was 
employed. 


numbers 

“No—when there are busy 
nals and party lines. 

“No—when interviewing is farm- 
ed out to interviewers calling from 
their homes, because they are al- 
lowed unlimited calls over a re- 
stricted number of exchanges with- 
in the single toll zone. 

“No—when a prescribed number 
of rings (five?) is employed for 
all calls, regardless of type of 
house or type of respondent or type 
of activity in which the respondent 
happens to be engaged.” 


sig- 


Carlton H. Gilbert 


ger and later assumed the addi- 
tional title of advertising manager 
of the division. 


| 


Last Minute News Flashes 


No More Advance Rulings on Contest Ads 


New York, Dec. 14—The National Assn. of Magazine Publishers has 
notified members that the Office of the Solicitor, Post Office Depart- 
ment, has declined to continue making advance rulings on rules of con- 
tests. NAMP warns that publishers will now be forced to rely on ad- 
vertisers’ and their own attorneys’ opinions. In Washington, the de- 
partment told AA that the decision was made “a couple of years ago,” 
and was aimed at “professional puzzle outfits” which wanted “24-hour 
service.” Publishers still may contact loca] postal otficials for help, 
the department said 


Magazine Ad Bureau Reports 8-Month Gains 

New York, Dec. 14—-The Magazine Advertising Bureau reports that 
“direct-response advertising” (mostly mail order) rose to $13,700,000 in 
magazines in the first eight months of 1951—an increase of 38% in 
space over 1949, and 61% in dollars over that year. This increase was 
accomplished while all other magazine advertising was rising $21,000,- 
000 and 7.5% for the same years and eight-month period 


Israel Leaves Parrish to Manage Gump’s 

New York, Dec. 14—-Bertram S. Israel, formerly an account executive 
with Amos Parrish & Co., has been appointed executive v.p. and gen- 
eral manager of Gump's, San Francisco department store 


Puritan Sportswear to Austrian; Other Late News 

e@ Puritan Sportswear Co. has appointed Ray Austrian & Associates, 
New York, to handle its complete line. In addition to national adver- 
tising, an increased point of sale program is planned. Alfred J. Silber-| 
stein-Bert Goldsmith previously serviced the account. 


e@ The Borden Co., New York, has named Henry M. Schachte, formerly 
national advertising manager, as director of advertising. In his new 
post, Mr. Schachte will counsel the company's operating divisions and 
coordinate general advertising activities, in addition to his previous 
duties. Assistant V. P. Stuart Peabody, former ad director, will continue | 
to have executive responsibility over the company’s advertising 

e@ Three executives of Schenley Industries have been named to new} 
posts: David Bunim, to executive v.p. of Schenley Distillers; Harry G. | 
Serlis to president and director of Schenley Distributors and v.p. of | 
Schenley Industries, and Seymour D. Hesse, to v.p. of Schenley Indus- | 
tries. 


e Edgar V. Hall, formerly v.p. of Don Kepler Inc., has been named 
subscription direct mail manager of Macfadden Publications. 


@ Miss Lee Sherry, fashion and style authority, formerly with Colum- | 
bia Broadcasting Co., and before that with Mademoiselle, has joined 
Lennen & Mitchell, New York, as stylist and coordinator of fashions. | 


@ March of Time, New York, wijl reissue its old issues beginning in 
1952, with contracts already signed for 12 cities. No new issues are 
planned, however 


e@ The Society for Visual Education, Chicago, has appointed Frederick, 
Franz and MacCowan, Chicago, to handle its account, effective Jan. 1 
L. W. Frohlich & Co., New York, has handled the slide film maker's | 
account. | 
e@ Pillsbury Mills, which recently purchased Ballard & Ballard Co., 
Louisville, has reportedly placed the B&B OvenReady biscuit and other 
advertising with Campbell-Mithun, Minneapolis, effective March 1 
Henri, Hurst & McDonald, Chicago, currently handles the account 


e@ Robert L. McMillan resigned account executive of H. B 
Humphrey Co., Boston, to join Donald W. Gardner Advertising, Boston, 
on Jan. 2. Mr. McMillan joined Humphrey five years ago after serving 
as ad manager of Thomas J. Lipton Inc 


has as 


e William C. Matthews, formerly a v.p. and director of Abbott Kim-| 
ball Co., New York, has been elected president of the agency, succeed- | 
ing Mr. Kimball, who becomes chairman of the board. Alfred Ducato 
continues as president of Abbott Kimball Co. of California, San Fran- 
cisco, and Stewart Widdess in charge of the Los Angeles office 


Rhodes Pharmacal 
Is Fined $500 for 
False Advertising 


cago court's decision in the injunc- | 
tion suit did not bear out the 
statements made by Rhodes 

The ad appeared after the Chi- 
cago court rejected FTC's efforts 
to get an injunction which would 


WASHINGTON, Dec. 13-——A trade halt certain Imdrin claims while 
paper ad which Rhodes Pharmacal routine hearings were completed 
Co., Chicago, used to explain the before the commission. Subse- 


legal status of its advertising 
claims for Imdrin resulted today 
in a $500 false advertising fine 
under a seldom used section of the 
Federal Trade Commission Act 
The fine was levied by the fed- 
eral district court in Philadelphia 
after the U. S. district attorney 
charged that Rhodes took space in 
a March issue of Drug Topics and 


quently, the circuit court of ap- 
peals reviewed the Chicago court's 
action and, on Sept reversed 
the judgment. The injunction now 
is in effect 
The section of the FTC Act used 
the Philadelphia court states 
that it is a misdemeanor to know- 
ingly misrepresent the value of a 
medicinal preparation. It 
used 12 years ago. 


25, 


by 


was last 


“knowingly” misrepresented the 
implications of a Chicago court 
decision rejecting the Federa! ‘Look’ Revises Ad Rates 


Trade Commission's request for an 


Look, which previously an- 
injunction to stop certain Imdrin nounced a new advertising rate 
ads. schedule for January, 1952, has 


announced that beginning July 1, 
1952, it will get $11,440 per b&w 
page and $17,130 for four colors 
A new circulation guarantee of 3,- 
250,000 (an increase of 150,000) 
will also be effective next July 


WTV] Appoints Tolan 

Thalia C. Tolan, formerly with 
KGEM and KILO, Boise, Ida., has 
been appointed a copywriter for 
WTVJ, Miami. 


In exacting the fine, the Phila- 
delphia court said the ad in Drug 
Topics suggested that the Chicago 
court cleared Imdrin of the FTC 
charges and supported the claims 
that Imdrin is effective in allaying 
pains of arthritis and rheumatism 


® This ad, the government's infor- 
mation said, was “misleading in a 
material respect,” because the Chi- 


Reorganization of 
Hadacol Drags On 
at a Snail's Pace 


New York, Dec. 14—The Hada- 
col hassle continues to inch along, 
with everyone's patience—be he 
debtor, creditor, trustee or judge— 
wearing thin 

(Majestic Advertising Agency, 
which handled Hadacol, has col- 
lected $298,000 in credit insurance 
and paid all media in full. Story 
on Page 81.) 

Latest development in the pro- 
posed reorganization of the Le- 
Blane Corp. (AA, Oct. 8, et seq.) 
took place today when attorneys 
for debtors and creditors presented 
mutually agreed upon final briefs 
to Judge William Bondy in U. S 
southern district court. It is hoped 
that the judge's decision will re- 


solve the legal wrangling over 
which federal court will have 
jurisdiction over reorganization 


proceedings—a point that has kept 


all concerned at a standstill for 
the past few weeks 
@ The court-appointed trustee, 


Milton F. Rosenthal, told AA that 
among other things now at a stand- 


| still is a statement by the Federal 


Trade Commission concerning its 
misleading advertising charge 
brought against Hadacol. 

The trustee has been in contin- 
negotiation with the com- 
mission and reports that while @ 
satisfactory arrangement has beén 
reached, it is presumed that the 
FTC would like to know to whi¢h 
court it should address itself befofe 
issuing any statement 

Hadacol is doing no advertising 
or merchandising at the present 
time and “sales naturally have 
dropped off greatly,” Mr. Rosep- 
thal «said. 

Two creditors’ committees, ome 
of about 160 companies with mare 
than $3,000,000 in claims and a 
second of about 20 southern com- 
panies with $160,900 in 
claims, have contesting the 
jurisdiction 


uous 


some 
been 


@® The larger group is in favor of 
keeping the proceedings in the dis- 
trict court here while the smaller 
creditors have maintained that, for 
technical reasons, this court is got 
the proper one. While they have 
not named a specifie alternative, 
it is thought that these southern 
creditors would like to have pmfo- 
ceedings in the hands of a court 
nearer Lafayette, La. home of 
Hadacol 

The claim of one of the $160,000 


| creditors group, the L&H Broker- 


age Co. of Lafayette, amounts to 
about $116,000, AA was told. It is 
thought that the L&H company is 
a partnership owned by the fam- 
ily of Dudley J. LeBlanc, founder 
and up until its sale, sole owner of 
the multi-million-dollar Nostrum 
company 


Red-Tinged Actors 
Deserve a Break 
Now. ‘Life’ Says 

New York, Dec. 13—The prob- 
lem of Red-tinged talent, and 
whether a sponsor should offer 
them to the public after they have 
appeared in “Red Channels,” gets 
editorial treatment in Life’s Dec 
17 issue 

The magazine's solution is that 
should determine for 
themselves whether they are hurt- 
ing Communism or merely ducking 
controversy. Life seems to think 
that “Red Channels” shouldn't be 
the judgment book 

In fact, Life notes that show 
business people have traditionally 
been warm-hearted and gullible 
people, who have given equally 
to good and bad causes, and con- 
cludes that “it is time for a gen- 
eral amnesty for the reformed saps 
among them.” 


sponsors 
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Benedict Joins Mathes 
Edward H 


senedict, formerly 


issistant to the TV network sales 
manager of American Broadcast- 
ing Co., has joined J. M. Mathes 
Inc.. New York, as contact man on 
the Canada Dry account Mr 
Benedict has been media director 
for several advertising agencies 


Clinton Names Bendixen 
H. A 


gendixen, genera ules 
manager of the corn processing: 
division of Clinton Foods, Clinton 
la.. has been named v.p. of the 
division. He will continue in charge 
of sales of all division product 


Buys Swigart Paper Co. 
Carpenter Paper Co 

paper wholesaler, ha 

Swigart Paper Co., Chi 


Omaha, 
purchased 


igo, paper 


distributor Purchase price wa 

not disclosed 

Lawrence Hicks Moves 
Lawrence Boles Hicks Inc. has 

moved to new offices at 111 E. 56th 

St... New York 


How can | get 
more action for 
my ad dollar? 


The Wall Street Journal will 
give you more action for your 
ad dollar Decause The Journal 
puts your sales story into the 
hands of people who want to 
act, can actand do act! 
They're the execs who are paid 
for making decisions! 


Another reason is that The 
Journal reaches these decision 
makers at their point of pur- 
chase — your point of sale 
their offices. You know that so 
often an ad may inspire a 
favorable decision—only to fall 
down because action is too 
long delayed. Advertising in 
The Wall Street Journal gets 
quick action! 


Here is an opportunity it'll 
pay you to investigate. (If you 
are reading this in your office, 
notice how easy it is for you 
to take action 
Just call or write 


right now?) 


Published at: 


NEW YORK CHICAGO 
44 Broad 12 E. Grand Ave 
DALLAS SAN FRANCISCO 
911 Young 415 Bush 


Celanese Plans 
Biggest Drive 
for Acetate 


Campaign Anticipates 
FTC Rule on Separate 
Identification of Acetate 


By CHARLES DOWNES 

York, Dec. 13—Celanese 
of America has started one 
of the most diverse and far-reach- 
ing advertising and sales promo- 
tion campaigns ever undertaken 
in the textile industry 
fold campaign directed simultane- 


NEw 
Corp 


ously at consumers, retailers, 
fabric manufacturers and textile 
mills 

It calls for advertising on tele- 
vision and in 45 _ publications; 


store aid presentations in 235 lead- 


ing stores in 66 major markets 
with mailings to 2,500 other de- 
partment stores and women's 
specialty shops; a direct mail 
campaign aimed at 58,000 soft 
goods buyers and merchandising 


| personnel; a staf 40 conduct train- 
ing with store personnel 
,;and to appear at special Celanese 
|promotions at department stores, 
| and a staff of home economists to 
work with women's clubs and ed- 
| ucational groups 
' 


sessions 


e The thinking behind the cam- 
paign and details of its execution 
have been explained to AA by Al- 
bert S. Dempewolf, the corpora- 
tion's director of advertising and 
sales promotion 


The planning was all done 
in anticipation of the Federal 
Trade Commis- 
sion’s new rul- 


ing on fiber iden- 
tification This 
makes it manda- 
tory that all mer- 
chandise made 
of cellulose ace- 
tate fibers be la- 
beled acetate, 
and that mer- 
chandise made 
of viscose or cup- 
rammonium pro- 
cess fibers be labeled rayon 

Since 


ho) 


A. S. Dempewolf 


1937, when the FTC is- 
sued its trade practice rules for 
the rayon industry, which made 


the word rayon mandatory, Cela- 
nese Corp. has been active in try- 
ing to persuade the commission to 
rescind its ruling because acetate 
yarns are chemically different 
from viscose yarns and require 
different laundering, dry cleaning 
and ironing techniques 


e Earlier this year, at FTC hear- 
ings on proposed changes in the 
trade practices rules, the Rayon 
Yarn Producers Group presented 
the industry's request for adequate 
fiber identification. Support for 
the proposed regulations, similar 
to the long-sought Celanese pro- 
posals, also came from represen- 
tatives of women’s clubs, home 
economists and other consumer 
groups 

“Fiber identification becomes 
more important daily,” Mr. Dem- 
pewolf insists. “With the new 
chemical fibers and blends of such 
fibers that are now appearing on 
the market, it is the only way to 
make consumers conscious of each 
fiber’s distinctive characteristics 
That, in turn, helps prevent the 
misuse and misunderstanding 
which are the primary causes of 
customer complaints.” 

Public surveys conducted by 
Celanese showed that the average 
consumer knew little about fibers 
To find out what the public 
wanted, Celanese tested 15 ver- 
sions of advertising copy appeal. 
This testing started last January, 
Mr. Dempewolf said, and ran 


It is a four- | 


NEW CELANESE ADS-—These ads open a new campaign by Cela 
nese Corp. conforming to FTC's new ruling on fiber identification 
The company through ‘52 will use 45 publications, o variety of 


the 
copy 


to find 
would 
consumers 


the 
the 
on 


through 
type of that 
job of educating 
fiber identification 


spring 
ado 


e All advertising for Celanese is 


handled by Ellington & Co., the 
corporation’s agency, which, as 
Mr. Dempewolf expresses it, “is 
part of the team that plans and 


executes the over-all sales promo- 
tional program.” 

Preliminary versions of the ad- 
vertising approach were tested in 
consumer panels. Final versions, 
consumer-tested and further 
checked for effectiveness by depth 
interviewing, were then tested in 
weekly newspapers in Great Neck 
and Scarsdale, N. Y., Mystic, 
Conn., and Amherst, Mass. Essen- 
tially, these tests emphasized fiber 
identification in various ways, and 
helped to establish the fact that 
most women want more informa- 
tive labels 

This pointed up, Mr. Dempewolf 
said, that if new identification 
requirements were put into effect 
by the FTC it would throw upon 
all elements of the industry (yarn 
producer, fabric manufacturer, re- 
tailer) the responsibility of pro- 
moting and selling a new name 
acetate rather than rayon. Cel- 
anese, as the largest acetate pro- 
ducer, felt it was its responsibility 
to assume a leading part in 
huge consumer education job 
necessitated by the revised rules 
This, in turn, he pointed out, also 
presented the company with new 
promotional opportunities 


e It meant that for the first time 
the characteristics of the product 
could be associated with the name 
j}of the product, and that acetate 
could be promoted for all practi- 
cal purposes almost as a new 
product. “This, of course, posed 
new and exciting possibilities,” 
Mr. Dempewolf said 
As a result of many conferences, 
in which the company’s agency 
took an important part, it was 
decided to organize a program that 
would be basically educational 
and beneficial for all groups in 
the textile industry 
It was this thinking that led to 
the development cf the largest ad- 
vertising program in the com- 
pany’s history, and perhaps the 
|most ambitious program, Mr. 
| Dempewolf believes, that the tex- 
| tile industry has ever seen. 


| 


|g The fruits of last summer's ad- 
| vertising tests were tried out in 
an ad featuring a new acetate tag 
designed to meet the anticipated 
FTC requirements. This ad ap- 


the | 


Advertisi 


Where quatit 


promotional aids, TV 
in the fashion world 


peared in the Oct. 15 issue of Life 


The new word and concept were 
used in a half-page teaser ad 
next to the contents page and 


a full page was used inside 

On the basis of this, an adver- 
tising schedule for 1952 was set 
up which includes the following 

Fashion advertising of Celanese 
varn, staple fiber, knit fabrics and 
woven fabrics divisions of the 
company will continue on an ac- 
celerated svale in Bride’s Maga- 
zine, Glamour, Good Housekeep- 
ing, Harper's Bazaar, Holidey, 
House Beautiful, House & Garden, 


Living for Young Homemakers, 
McCall's Pattern Book, The New 
Yorker, Simplicity Pattern Book, 


Today's Woman, Town & Country, 
Vogue, and Vogue Pattern Book. 


@ Corporation advertising on be- 
half of acetate will be stressed in 
Good Housekeeping, Life, The 
Saturday Evening Post and Wo- 
man’s Home Companion. The cor- 


poration campaign, for general 
business, also includes Business 
Week, Fortune, Time, New York 


Times, New York Herald Tribune, 
U. S. News & World Report and 
Wall Street Journal 

Business papers on the schedule 
include American Fabrics, Ameri- 
ca's Textile Reporter, California 
Stylist, Curtain & Drapery Maga- 
Daily News Record, Dallas 
Fashion & Sportswear, Department 


tine 


| Store Economist, Infant’s & Chil- 


dren's Review, Lingerie Merchan- 
dising, Men's Wear, Merchant's 
Trade Journal, Rayon & Synthetic 
Textiles, Retailing Daily, Rug 
Profits, Southern Textile News, 
Textile Industries, Textile World, 
Women’s Wear Daily and Stores. 

The media list indicates the ex- 
tent of the company’s diverse in- 
terests and the varied fields where 
acetate fibers are used. 


e Mr. Dempewolf is convinced 
that there is no all-purpose fiber 
and that there never will be. He 
insists that acetate fibers, while 


ig Age, December 17, 1951 


» ts the fest consideration 


in a fabric there tx we substitute fer 


Celanese sdgweedsben o6 Sbberes. Kee vers 06 


ond direct mail to sell acetote, a new word 
The ad at left appecrs in women’s maga 


zines, the one at right in textile publications 


they are serviceable 
fields, particularly suited to 
fabrics calling for draping quali- 
ties, the feel and look of soft rich- 
and ease of cleaning and 
quick drying. Because of this it 
difficult, he to find a 
suitable slogan. However, it was 
decided to use the phrase “Acetate, 
the beauty fiber,’ which will be 
the motif in the company’s 1952 
advertising 

Moreover, because it was felt 
that much of the story about ace- 
tate could not be told on the 
printed page, other media should 
be used also. So Celanese, in as- 
sociation with the Playwrights 
Repertory Theater of Television, 
is presenting “The Celanese Thea- 


in many 


are 


ness, 


Was 


Savs, 


ter,” a one-hour dramatic presen- 
tation from 10 to 11 p.m., EST, 
alternating Wednesdays, on the 


ABC-TV nationwide network. The 
opening performance, Oct. 3, fea- 
tured Eugene O'Neill's “Ah, Wil- 
derness!" starring Thomas Mit- 
chell and Roddy McDowall, and 
marked the first time that an 
O'Neill play was seen on television. 

Sign-off commercials on the 
show include provisions for local 
store tie-ins on specific garments 
of acetate and currently in distri- 
bution in the tie-in cities, which 
include Baltimore, Chicago, Cin- 
cinnati, Cleveland, Columbus, De- 
troit, Atlanta, Los Angeles, New 
York, Washington, Philadelphia, 


NG LAvouts. 


Excess Cement Removed By Rubbing 


ationery 
dealer 
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FUELOIL & OlL HEAT « 


vercial — Industrial 
232 Medison Ave. 
YORK 16, N.Y. Phone Lixington 2-4566 
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Pittsburgh and San _ Francisco. 
Other cities will be added as their 
TV stations become available 


e Playwrights whose works are 
scheduled. include Maxwell An- 
derson, Philip Barry, S. N. Behr- 
man, Rachel Crothers, John Van 
Druten, Paul Osborn, Robert 
Sherwood, Elmer Rice and Sidney 
Howard. 

Commenting on the Celanese 
TV program, Maxwell Anderson, 
spokesman for the playwrights, 
said, “The reason for such unpre- 
cedented gathering of writer tal- 
ent for this television operation is 
that for the first time in television 
history a group of plays will be 
presented exactly as the authors 
want them to be seen. The pro- 
gram will be operated for Cel- 
anese by a board selected by the 
playwrights, and all the plays 
chosen will be supervised by the 
authors under conditions approxi- 
mating those of the New York 
theater. 

“Celanese Corp. can take great 
credit for recognizing the impor- 
tance of freedom of our artistic 
integrity, and for trusting experi- 
enced writers with responsibilities 
toward their audiences. Such con- 
ditions have never been offered 
writers in Hollywood and never 
in television.” 


@ Simultaneously, Celanese is hit- 
ting the line on five other fronts. 
These include 

1. Store aids. These embrace 
(a) sales training slide films; (b) 
a sales clerks’ question and answer 
folder on fiber identification; (c) 
a 12-page educational booklet on 
“Acetate, the beauty fiber’; (d) 
different color tags for easy fabric 
classification, such as green for 


washable garments, red for dry- 
cleaning, etc.; (e) a manual for 
advertising copywriters, and (f) 


a calendar of Celanese advertising 
for the use of store executives 

In connection with the tags, it 
may be of interest to note that 
Celanese is making these new 
identification aids available with- 
out cost to any manufacturer, 
converter or retailer for acetate 
or part acetate merchandise. The 
tags are available to stores with- 
out cost for interim identification, 
and if desired they will be sup- 


PERSONAL 
a saromeen SCRAP BOOK 
for Letters, Photos, Clippings 


Here’s a practical loose-leaf holder for 
the letters, photographs, newspaper clip- 
pings and other records of school, college, 
military service, sports, weddings and 
other events that make up family or per- 
sonal history. 


Book has 75 


Burrelle’s Personal Scra 


heavy plate manila loose-leaf sheets (150 
pages), lined index page, and handsome 
maroon leatherette easy-to-open binder. 
Your name or a one line title is embossed 
in gold on the front cover. Extra lines, 
80 cts per line. 


Check or Money Order 
57 90 plus 40 cts. 
© postoge 


% t5'atuSHC0 ae 
© Burrelle’s Press Clipping Bureau 
165 Church St., New York 7, N.Y. 
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plied imprinted with the store 
name for a nominal imprint 
charge. 


s 2. Retail training helps. Cel- 
anese will have a staff of trained 
women to work with retail stores. 
They will conduct training ses- 
sions with store personnel and 
appear on the sales floor in con- 
nection with special Celanese pro- 
motions 

3. Scholastic contacts. A staff of 
home economists will work with 
educational groups at the junior 
college level and higher. These 
specialists will conduct classes, 
on a guest basis, which deal with 
textile fibers and fabrics. They 
will also provide special non-com- 
mercial work projects which serve 
as educational material on man- 
made fibers but which still carry 
the acetate story to the students’ 
homes. 

4. Women’s clubs. One of the 
most important public relations 
programs which has been main- 
tained by Celanese for some time, 
and which will be accelerated 
during the coming year, is its 
work with various women's clubs 
representing a membership of 
about 12,000,000. Celanese repre- 
sentatives cover the clubs’ state 
and regional conventions. Need- 
less to say, many of their talks and 
presentations during the coming 
year will be devoted to the story 
of “Acetate, the beauty fiber.” 


e 5. Field activities. The adver- 
tising department has a field staff 
out talking to the key executives 
of 235 major stores in 66 markets, 
as well as to buyers and mer- 
chandising personnel in many 
other stores. The field staff also 
presents the acetate story to most 
of the country's soft goods manu- 
facturers 

A program such as Celanese has 
formulated, Mr. Dempewolf says, 
“in the nature of things cannot 
rest on advertising alone. Addi- 
tional promotion and marketing 


aids, as varied and broad-sweep- | 


ing as possible, are necessary.” 

The reason for this is simple, 
Mr. Dempewolf says, because 56% 
of all women’s outerwear in 1950 
was made of acetate or rayon fi- 
bers, “and competition among the 
various natural and man-made 
fibers in the future may well be 
determined,” he says, “by the 
sales job done in the next few 
years.” 


e That explains much, including 
why Celanese will undertake a 
large direct mail campaign, in 
addition to the program already 
outlined. The mail program is 
being developed to cover all seg- 
ments that have been mentioned 
plus a barrage directed at 2,500 
smaller retail stores. 

To do all this, the directors of 
the corporation have authorized 
Mr. Dempewolf to spend 50% over 
and above his normal advertising 
and promotion budget, the total of 
which he said he was not at liberty 
to specify. 

A constant check is maintained 
by the advertising department on 
everything that is being done, and 
every Wednesday morning the ad- 
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delivers national coverage 
of over 14,000 buyers who 
control the $400,000,000 
gift market. Most economical 
medium for selling this 
concentrated retail field. 


MU 3-8700 


vertising and sales promotion plans 
board meets in Mr. Dempewolf's 
office to study reports and con- 
sider ways and means of handling 
various matters that are continu- 
ally coming up 


e Mr. Dempewolf, incidentally, 
has been advertising manager of 
Celanese since 1948. Before that 
he was assistant advertising man- 
ager in charge of the textiles di- 
vision of the company. He has 
been with Celanese since 1940, 
except for three years during the 
war when he served as a 
in the Army. 

Paul D. White, manager of the 
acetate information bureau serv- 
ice division of the advertising de- 
partment, whom Mr. Dempewolf 
credits with a great deal of con- 
structive work in developing the 
current acetate promotion § pro- 
gram, was formerly sales promo- 
tion manager of the company's 
knitted sales division. 


Rayon and Acetate 
Can Now Officially 
Be Called Man-Made 


New York, Dec. 11—Final ap- 
proval of the revised trade practice 
rules of the rayon and acetate tex- 
tile industry was announced simul- 
taneously yesterday by the Federal 
Trade Commission in Washington 
and the Rayon Yarn Producers 
Group here 

The revised rules incorporate for 
the first time official recognition 
of regenerated cellulose as rayon 
and cellulose acetate as acetate, 
and have been framed to eliminate 
misrepresentation of yarns labeled 
rayon or acetate so as to prevent 
unfair or deceptive identification 

According to Matthew O’Brien, 
secretary of the producers group, 
the rules aiso incorporate the first 
official designation of and 
acetate products as “man-made” 
rather than “synthetic.” 


rayon 


The new rules supersede those 
originally issued by the FTC on 
Oct. 26, 1937, and will become 


operative 60 days from today 


@®A meeting of the producers 
group will be held in the immedi- 
ate future to decide on a new name 
for the organization to include the 
word acetate, AA was told 

A committee of the producers 
group, headed by Charles W. Rice 
Jr., advertising manager of Ameri- 
can Viscose Corp., acting chairman, 
is working on an_ identification 
program, and expects to issue a 
consumers’ booklet on the 
care of acetate and rayon products 

Mr. O'Brien said that many pro- 
ducers probably will regear their 
advertising and promotion plans to 
emphasize differences between 
rayon and acetate yarns. The Cel- 
anese Corp. of America, largest 
producer of acetate yarns, and a 
leader in the industry effort to 
have its product labeled something 
other than rayon, Mr. O’Brien | 
said, plans to institute a major pro- 
motion effort for identifying tex- 
| tile products made of cellulose ace- 
tate. ‘ 

One revision sought by the in- 
| dustry was not included in the new 
| FTC rules, Mr. O’Brien said. This 

was a stipulation exempting re- 

tailers from liability if they sold| 
| products in good faith on the basis | 
|of representations to them by! 
weavers and manufacturers. Mr 

| O'Brien said, however, that he had} 
} been assured by the commission 
that retailers would not be prose- 
cuted in such situations 


soon 


® Tennessee Eastman Corp., sub- 
sidiary of Eastman Kodak Co., is 
planning an expanded advertising 
program which is expected to be 
ready early in January, R. C. Tutle, 
| advertising director, told AA. Ken- 
yon & Eckhardt is the agency 
| American Viscose Corp. is not 
| planning any special advertising 
| program based on the new FTC 


ruling, AA was told, although in its 
future advertising it will empha- 
size salient points of the commis- 
ruling “if and when it is 
relevant to do so.” J. M. Mathes 
Inc. is the agency 

No one at E. I. duPont de 
Nemours & Co. could be reached 
at press time to comment on the 
FTC ruling or to say what duPont 
plans to do, if anything, in the 
way of special advertising. Batten, 
Barton, Durstine & Osborn is the 
agency 


sion's 


Major | Harold Burke Leaves WBAL 


Harold C. Burke, who has been 
with the Hearst organization since 
1924, when he was hired as an 
advertising salesman for the Wis- 
consin News, Milwaukee, has re- 
signed as manager of WBAL and 
WBAL-TV, Baltimore, and direc- 
tor of Hearst Radio Inc. Leslie H 
Peard Jr., assistant manager, has 
been promoted to manager of the 


Stations, succeeding Mr. Burke 
Meanwhile, the radio station, 
which has been on a _ parttime 


schedule, has gone on a 24-hour- 


a-day schedule 


Motor Show to McMurphey 

The Motor Show, sponsored by 
the Portland, Ore., Automobile 
Dealers Assn. and set for March 
14-24, has appointed George W 
McMurphey Advertising, Port- 
land, to direct its promotional 
campaign in 1952. The schedule in- 
cludes outdoor, radio, newspapers 
and car cards 


Helen Hirst Joins ‘IEN’ 

Helen T. Hirst, formerly media 
director of James Thomas Chirurg 
Co., Boston, has joined Industrial 
Equipment News as assistant to 
F. Morse Smith, v.p. 


Arthur Murray Expands 

“The Arthur Murray Party,” 
which is pow telecast twice month- 
ly over ABC, will become a week- 
ly program as of Jan. 6. At that 
time the 30-minute show, which 
stars Mrs. Arthur (Kathryn) Mur- 
ray, will move to a new time 
period—Sundays at 9 p.m., EST 
Ruthrauff & Ryan, New York, is 
the Arthur Murray agency 


Joins Audio-Video Co. 

Dick Stone, formerly assistant 
national sales promotion manager 
of Hiram Walker Inc., Detroit, has 
been appointed sales representative 


for Audio-Video Recording Co., 
New York 


Spadea Handling Fisba 

Fisba Fabrics Inc.. New York, 
manufacturer of Swiss organdy, 
has named Spadea Inc., New York, 
to handle its national advertising 
Fisba was formerly with A.MS 
Advertising Co 
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building moterio!l ond cool 
NORTHWEST publicotion covers 
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No, he isn't tearing his hair, 
or biting his nails, or pacing 
the floor, but 


—he is producing an idea. 


He's at home .. . at ease in 
his favorite chair. . . relaxed 

. undisturbed by distracting 
office turmoil . . . 


His eyes are focused on his 
unfailing idea-stimulator — 
Advertising Age. He has a 


Advertising Age. 


Dept. D.17, 200 E. Illinois St.. Chicago 11, Ill. 


Please enter my l-year subscription to Advertising Age and 


mail it to my home address. I am 


copy of “The Pay-Off” 
Complete Address 
City 


My check for $3 is enclosed 


| 
| 
I 
I 
| 
| 
| My Name 
| 
| 
| 
| 
| 
| 
. 


Bill me later 


personal subscription mailed 
to his home — because only 
at his home can he think crea- 
iively on the problems of his 
business. 


The coupon below will bring 
you a personal subscription 
to AA, plus a FREE copy of 
“The Pay-Off", a valuable 
handbook by a noted spe- 
cialist in direct-mail and mail- 
order advertising 


to receive a FREE 
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In Chicago, 


it takes 2 to complete your campaign 


BECAUSE .. . Chicago has outgrown the power of any single daily news- 


paper to reach even half of your city and suburban prospects. 
Today it takes two daily newspapers to reach a majority of the 
E market—and for MosT net unduplicated coverage, one of your two MUST 


be The Chicago SUN-TIMEs! 


* See vour copy of the independent Publication Research Service study, “Chicago Daily 


Newspaper Coverage and Duplication, 1951,” or write us for details. 


CHICAGO 


SUN-TIM 


CONCENTRATED WHERE MOST OF THE BUYING IS DONE! 


211 W. Wacker Drive, Chicago 6 250 Park Avenue, New York 17 


TOTAL CIRCULATION, 586,970 AVERAGE NET PAID DAILY (ABC PUBLISHER'S STATEMENT FOR 6 MONTHS ENDING SEPTEMBER 30, 1951) 
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